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T-WAB planning begins with the family. Supplying their needs and desires for better living is the basis of our business 
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Above is shown a unit assembly of a mechanism 
now being made in extreme secrecy by Apex 
for the U. S. Navy. Upon it depends the accu- 
racy of our big gun marksmanship. When 
completely assembled, it receives and transmits 
gun orders, incorporating gun elevation and 
speed and direction of both target and firing 
ship. It automatically compensates for change 
in and velocity of winds, atmospheric pressure, 
humidity and other variable gunnery factors. 
It is truly a mechanical marvel—capable of 
almost everything but thought. 


Built as a watchmaker builds a fine watch, 
each of its rotating parts are perfectly balanced 
by the ingenious use of cathode rays and 
magnetic waves. 32 ball bearing rings are used 
in the construction of a single assembly, and 
many of its parts are tested for extreme 
accuracy by the most modern of scientific 
instruments to hold tolerances to a point 15 
times finer than a human hair. 


With this newly gained experience, know]l- 
edge and equipment, Apex will build finer 
household appliances for a postwar world. 


THE APEX ELECTRICAL MANUFACTURING COMPANY + CLEVELAND, OHIO 


Apex Main Plant before new 
additions. Now 50% larger. 


Sandusky Plant, home of the 
popular Faulttess line. 
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New Apex Research and En- 
gineering Laboratory. 


Apex Foundry, making perma- 
nent mold and sand castings. 


The entire Apex organization is all-out on war orders, making such delicate and highly-precisioned devices as aircraft 
engine parts, firing controls for naval guns, aerial photographic equipment, high altitude oxygen control devices, 
practise shell development and other jobs requiring the services and skill of highly trained and experienced technicians, 
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OPE of relief by a vast number of American families 
H with laundry problems was greatly encouraged a few 

weeks ago when the news came out that the War Pro- 
duction Board were considering permitting the production of 
2,000,000 electric flat irons, and were further considering the 
possibility of a limited number—500,000 was mentioned—of 
domestic electric washing machines. 

These hopes grow dimmer and dimmer as days pass and the 
matter of price and profit remains in the air. Manufacturers 
before entering production, have naturally to know what the 
things they are to make can be sold for, and what reasonable 
return in the form of profit they may expect. What happened 
at this second step in the whole proceeding is something that is 
known as the Vinson Directive. 

Economic Stabilization Director, Fred M. Vinson, had issued 
a directive on pricing “essential civilian goods,” which OPA 
officials, supposedly acting on orders from Mr. Vinson, insisted 
should apply to irons and to all products of any civilian industry 
reverting to peace time production, if the producers, protesting 
their inability to operate under 1942 ceilings imposed by general 
maximum price requirements, should apply to OPA for any 
special consideration based on rising costs. This Vinson 
Directive provides that a company whose total profits from 
all operations are double those earned during the base period— 
1936 to 1939—must sell civilian goods so produced at a cost 
price. Companies whose total profits from all operations are 
Jess than twice those earned through the 1936-1939 base period 
{or which is operating at a loss) may be limited to a price on 
any given essential item equal to cost plus 2 percent of that cost. 

Now the Vinson Directive, it is said, was designed to meet 
a specific situation in the textile industry. WPB officials: are 
maintaining that this directive on textiles does not apply to 
irons. Last reports from Washington are to the effect that 
a new directive may be issued specifically including irons and 
other durable goods. 

OPA officials who have been in conference with iron manu- 
facturers maintain the position that this order covering per- 
missible profits is the regulation under which they will have 
to operate: In the meantime, the whole question of relief to 
the housewife needing an electric iron has been pushed com- 
pletely in the background. 


THER considerations relating to resumption of .manu- 
facture of appliances and other related home products 
have emerged under opposition of military heads in Washington. 
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They hold that until the outcome of the European invasion is 
clear material and men cannot safely be allocated to civilian 
production on even the most modest scale. 

The Washing Machine Association is preparing to submit 
a program for reconversion to the Requirements Committee in 
the second quarter, but there is no great confidence that before 
the European situation begins to clear up that there can be any 
authorization of materials for washer production. Even if the 
material allocations are made, there is no effective action pos- 
sible without a clear and fair agreement on this price and profit 
situation. 


T is‘ not easy for any American to believe that there is a 

government agency that can calmly inform a group of 
American manufacturers that they are going to be allowed to 
make a certain quantity of goods but that these goods must be 
made and sold without a profit—yet such is the case. This is 
what the Office of Price Administration has told manufacturers 
of electric irons, and if. the Vinson Directive is continued in 
force, will tell the manufacturers of washers, refrigerators and 
other appliances as limited production is made possible. 

These OPA officials have not made it clear how they think 
production can be sustained without profit, nor have they 
matle clear on what terms they are willing to permit the forces 
of distribution to operate. They may have something equally 
unprecedented and equally incomprehensible on that score. 
But, even if fair distributing margins are permitted, the non- 
profit order to the manufacturer is of equal concern to whole- 
salers and retailers. 

Obviously there cannot be production without profit. The 
public cannot be served without a profit both to the producers 
and distributors. The public wants irons—manufacturers can 
make and supply these irons. On the lower priced irons the 
amount in dispute of profit or non-profit will probably not 
amount to as much as 25 cents per unit. The public will gladly 
pay a reasonable price asked, if they are not prevented from the 
opportunity by an wunexampled ruling of a_ tyrannical 
bureaucracy. 
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Underlying the.more obvious attributes of Garod radios—per- 




















formance, tone, appearance — is the extra measure of 
Garod initiative. This initiative constitutes bold and original 
thinking and planning . . . both in the design of our sets and 


our program to help you profit and prosper. 


Based on a tabulation of public demand, the extra measure 
of Garod initiative will be interpreted in our most desirable 
line in the postwar era. Portables, table models, phono-combi- 
nations in AM and FM, and television. They‘ll be priced right. 
They'll be sold right. Distributors and dealers will receive all- 


around protection. In brief, what we're thinking of today will do 





| you a world of good some other day. Meanwhile, inquiries 





4 | regarding postwar franchises are invited. 
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Back the Future... 
Bay War Bonds Today 
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_GAROD RADIO CORPORATION * 70 WASHINGTON STREET * BROOKLYN 1, N. Y. 
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ENGINEERED TO DELIVER TOP RATING 
FIRE POWER! 


Designed by a company 
with 53 years of 
combustion engineering 
experience! 


STOKERS is designed to serve depend- 
ably under any and all conditions. . . 
and to render this service at a saving in 
dollars and cents! 

Sturdily constructed of pre-tested 
metals and steel alloys, WHITING 
STOKERS have a nation-wide record 
for minimum operating-absenteeism! And 


Famous for complete combustion 
... for delivering maximum heat from 
minimum fuel... WHITING STOKERS 
are engineered to consume 20 pounds of 
air for every pound of coal! And—only 
WHITING has the exclusive Tapered 
Coal Screw and specially developed 
Spike Trap which feed coal evenly in 
measured quantities—prevent clog- 
ging—eliminate crushing pressure and 
wasted power! Every detailof WHITING 


—due to simplified structure possible 
repair work can be done quickly! 

WHITING STOKERS are available 
now to help you solve the critical prob- 
lems of manpower and fuel! Commercial 
and industrial types in capacities of 
from 65 Ibs. to 1,000 lbs. of coal per 
hour are ready for delivery and imme- 
diate installation! 

Write to WHITING today! Without 
obligation, and atmo cost, we willhelpyou. 


WHITING Comercial Stohers 


4711-21 W. North Avenue « Chicago 39, Illinois 
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This is the sixth of 

series describing the 
various departments 
working together as a 
team in the Manufac- 
turing Division of 


Crosley. The subject 


QUALITY IS A MATTER OF LIFE OR DEATH 


The performance of Crosley fighting materials on the battlefronts is 
proof of exacting Quality Control in Crosley war plants. Microscopic 
tolerances and precision adjustments are safe-guarded by nearly a 
thousand inspectors—one for every seven other employees—not in- 
cluding more than 200 Government inspectors. 


Precision production is possible only when each integral part of a 
Crosley war product is minutely inspected —from its manufacture 
or receipt to the assembly line, and finally the shipping platform. 


In all, over 1,000 specially constructed pieces of inspection test 
equipment are being used at Crosley. 


Standards of Crosley post-war products will be seasoned by the 
habit of regarding Quality as a matter of life or death. 
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THE CROSLEY CORPORATION - CINCINNATI, OHIO AND RICHMOND, IND. Coenen --= 
of this advertisement Peacetime Manufacturers of Radios, Refrigerators, Household Appliances, and the Crosley Car Guana ibaa = 
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Look 
ech 9 — gs oe Back the bowler with the 
saaaacae pe nd the fuel oil heater, too—when you’re 
og a ha : to win with when we’ve won the war. It’s 
wnt t - record that Duo-Therm has scored ' 

es in a row than any other heater in the field = 


It’s a matter of record that Duo-Therm — 
before its men and machines turned to war 


work—had chalked up winning scores in: 


1. Product Performance 

2. Sales Volume 

3. Dealer Profits 

4. Product Improvement 

5. Quality 

6. Advertising and Sales Promotion 
7. Sales and Service Education 


8. Permanencty of Personnel and Policies 


9. Financial Stability 


So it simply stands to reason that Duo-Therm 


is the fuel oil heater to win with when produc- 


tion starts again. 
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in a Philco Refrigeration Laboratory! 


Philco REFRIGERATION engineers solve a tough 
problem in the production of military equipment... 
another example of how Philco’s vast facilities for 
research and production are serving our armed forces. 


T Philco, airborne electronic equipment and aircraft 
radios pass the stratosphere test—of thin air and sub- 
zero temperatures—in the laboratory. 


This ingenious high altitude chamber faithfully duplicates 
every condition of temperature and pressure from sea level up 
to 70,000 feet! When aircraft equipment can maintain abso- 
lute accuracy and dependability at 70° below zero, with air 
pressure 1/20 of normal—it’s right! And only when it’s right 
does it leave the Philco plant. 

The stratosphere chamber is just one of many instances in 
which the skill and experience of Philco refrigeration engi- 
neers have supplied the answer to the most difficult war 
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production problems. It’s an example, too, of the precision 
and quality which, after the war, will again make Philco 
refrigerators and air conditioners first in engineering, 
first in convenience, first in advanced design! 











Philco war research today will produce a greater Philco tomorrow. And, 
more thon ever, the most valuable dealer franchise in the appliance field. 


PHILCO 


~ CORPORATION 
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HOW TO BECOME A 














PLAN DEALER 
Prepare for Post-War Selling - 


Increase Your Business Now 


To become a “U” Plan for ““V’’ Day dealer today, contact 
your nearest Universal distributor or write to Landers, Frary 
& Clark, New Britain, Conn. Simply say, “I want to become 
a ‘U’ Plan for “V’ Day dealer.” 


Take the first step now. Send in the coupon and you will 
receive a complete Plan Book which explains the “U”’ Plan 


for ““V” Day and tells how to make it work for you. 


Next secure your free promotional package from your nearest 
Universal distributor or direct from us at the factory. This 
package contains everything necessary to identify your store 
as ““U” Plan Headquarters. 











Ask yourself—can I afford to miss tying in with 
the “U” Plan for 
tributing the Plan, the National Advertising, 

Plan Book and Promotional Package. * — 
You invest no money — merely fill out oe. 


the coupon to get started. Do it now! 


"V” Day. Universal is con- 
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LANDERS, FRARY & CLARK © NEW BRITAIN, CONN. J « 
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LANDERS, FRARY & CLARK 
New Britain, Conn. 


Gentlemer: | 


Dept. EM 


I wish to ag a “U” Plan Dealer — please send free 
“DU” Plan for “V” Day Plan Book to 


| Name 
Address 


een 


State . j 








ELECTRICAL MERCHANDISING—FEBRUARY, 





1944 








PAGE 7 


What the Dealer\\ 


Specialty Dealers Are Also Doing 
a Lot of Post-War Thinking and In 
This Article Give Their Views on 
the Place They Fit in the Picture 


By LAURENCE WRAY 


HE electrical appliance industry, 

up to its ears in war production, 

is nevertheless a-buzz with talk 
of post-war. The problems of recon- 
version, of markets and distribution, of 
designs and types of products, and all 
the other questions affecting the an- 
ticipated boom in the consumers goods 
businesses are being aired everywhere. 
Much of this heady talk is confined to 
the manufacturer’s specific problem of 
getting back into production, the prod- 
ucts that will be available, the distribu- 
tion methods to be employed and the 
time element involved. But there is a 
little quiet post-war planning going on 
among the one branch of the industry 
which probably suffered the most when 
the Japs first struck on December 7, 
1941. And that is by the electrical 
specialty dealers. 

This dealer post-war planning, as 
outlined to the writer by specialty men 
in Washington and Boston recently, is 
down-to-earth manufac- 
turer and distributor policy in the pre- 
war year 


reactions to 


together with comments on 
the policies they would like to see es- 
tablished when the business gets under 
way They represent the 
thoughts and considered experience of 
a cross-section of trade 
might be expressed to the m 
or the di 
to-face 


again. 
the as they 
anutacturer 
personal 





stributor in a 


discussion. 


face- 


What the Dealer Wants 


It might be mentioned first that the 
electrical specialty dealer 
illusions about any 
things to come 
been through the 


is under no 
“new order” of 
post-war. They’ve 
mill too many times 
in the past to expect any Utopian set-up 
for the fucure. On the hand, 
with at least two years of hard struggle 
to survive under their 
a pretty clear picture of the 
would like to see things when the go- 
ing gets a little easier. 
First and foremost in the 
most of the dealers interviewed is 
their desire to be given a free hand in 
their territories, without 
of new outlets, to take care 


other 


belts, they have 


way they 


minds of 


the creation 
of the back- 
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log of business which has accrued dur- 
ing the war years. They are hungry to 
stock and display new merchandise, 
anxious to expand their retail sales 
forces, and eager to get back into the 
selling harness. 

“The dealer who has stuck it out 
servicing appliances and selling odds 
and ends of other goods,” a Washing- 
ton man said, “should be given the 
first chance to reap the benefits of post- 
war sales. We have heard a lot about 
new types of competition—chains and 
tire stores, filling stations, utilities, ex- 
panded department and furniture store 
operations—and we’re not afraid of any 
clean competition. We have our own 
customer lists, we have been in busi- 
ness here a long time, and we have been 
giving service not only to our own 
customers but to those the department 
store and others sent to us because they 
were not equipped to render the serv- 
ice.” 

He waved a hand around the store 
which was cluttered with shelves full 
of small appliances with service tags 
attached. There even 
them on the floor. 

“We haven’t been able to keep up 
with the demand for repairs on small 
appliances,” he said. “The place looks 
like a junk-shop today but two or three 
years ago there were rows of refriger- 
ators, ranges and washing machines 
where all this stuff is stacked now. We 
want those rows back again and we 
set to do the selling job re- 
But we feel on the basis of our 
record in keeping appliances going 
during the war that we are entitled to 
get the first crack at supplying our cus- 
tomers with the new appliances as they 
are produced.” 


were rows of 


are all 


quired. 


Another dealer echoed the same sen- 
timents. 

“The manufacturers and distributors 
won’t be able to produce in sufficient 
quantities to suit us,” he said. “We 
have waiting lists of customers who 
want new merchandise and are willing 
to pay hard cash for it. All we want 
is to be given the opportunity to take 
care of this business without the dis- 


tributor rushing out and opening up 
every Tom, Dick and Harry the minute 
the stuff begins to come through. Why, 
even when appliances were first begin- 
ning to get scarce and they couldn’t 
give us enough to take care of our own 
business, they were out opening up 
new accounts in places that had no 
experience in the electrical field. I 
figure personally that it will take us 
two or three years to begin to catch up 
with the demand. Or, let me put it this 
way: If the distributor will play ball 
with us until such time as we can’t pro- 
vide him sufficient volume and he is 
forced to look around for new outlets, 
we will be satisfied. But we want that 
first crack at the business.” 


The Price Problem 


Next to preferential treatment, deal- 
ers expressed themselves as being most 
concerned with various aspects of the 
price maintenance problem. Courtesy 
discounts, cooperative purchasing 
groups, so-called “discount houses”, 
jobber selling at retail, competition 
through excessive trade-in allowances, 
industrial buying organizations and 


FEBRUARY, 
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simple price-cutting through retail out- 
lets with no specialty selling back- 
ground, brought forth varied and as- 
sorted howls of protest from most of 
the dealers interviewed. Many of them 
favored legislation to deal with the out- 
and-out bogus “distributor”, who as- 
sumed no responsibility in the sale and 
whose only stock in trade was the “I 
can get it for you wholesale” plea. 
Just through what means such legisla- 
tion might be enacted was not clear 
but dealers know now that five states 
have such laws on their books. 

In Washington, the gripe was pri 
marily aimed at government agencies 
which made electrical appliances and 
other types of consumer goods avail 
able to employees through cooperative 
buying in groups and similar purcha 
ing organizations. Outside of the out 
right price appeal involved, these 
groups made no attempt to render an 
service and, as a result, the legitimate 
dealers remaining in business wet 
forced to take on the servicing + 
thousands of appliances which they hi 
never sold and were understaffed 
take care of. 


1944—ELECTRICAL MERCHANDISING 


. 


4 





“Pe 
two y 
in pos 
have g 
stuff | 
and h 
their 
when | 
ing to 
sell th 
to scor 
and tr; 
and ge 
of kee 
the de 
pliane 
but yc 
them 3 

Inci 
seem 
dealer 
ture— 
went 
makin 
jobs 
Unlik. 
Ware 
such ; 
who 


ELEY 





(WANTS 


oe 
4 <3 \ 


4 


ut- 


ear 
ites 


cies 





“Perhaps our experience of the past 
two years isn’t going to hurt us any 
in post-war,” one dealer said. “Folks 
have got in the habit of bringing their 
stuff here where they can get parts 
and have the job done. We've got 
their names on our books now and 
when the right time comes we are go- 
ing to be in the preferred position to 
sell them new equipment. But we had 
to scout around to get parts, hire kids 
and train them to do minor service jobs 
and generally assume the responsibility 
of keeping appliances working. Sure, 
the department stores sold a lot of ap- 
pliances when the going was good— 
but you don’t see them taking care of 
them now.” 

Incidentally, the allied line does not 
seem to have any great hold on these 
dealers. With the exception of furni- 
ture—and then chiefly in stores that 
went in for radio—most dealers are 
making their way on service, wiring 
jobs and general contracting work. 
Unlike the department store, the hard- 
Ware and furniture outlets, the chains 
such as Sears and Montgomery Ward 
who had other regular lines to fall 


If the specialty dealer could sit down 
for a face-to-face talk with the manu- 
facturers and the distributors, he 
would make it plain that two things 
are uppermost in his mind: Recogni- 
tion of the service he has rendered 
by preferential treatment when appli- 
ances are once more available; and 
an end to price cutting abuses — 
wholesalers selling at retail, “discount 
houses,” etc. 


back on, the dealers in major and small 
appliances were left hanging on the 
ropes. Association training activities, 
such as Washington’s Electric Insti- 
tute, have helped many of them obtain 
men for service work, but their mer- 
chandising operation has been shelved 
for all practical purposes. 

But they haven’t forgotten. “I was 
a G-E Topper in the old days,” says 
one wistfully. “I like selling.” And he 
looked around the cluttered shop rue- 
fully. “I did the biggest job on Bendix 
washers in this town before the war,” 
another one told me. “Where these 
shelves are now was a complete elec- 
tric kitchen.” “We had 14 salesmen in 
the old days”, another said, “and today 
there is only myself and one assistant.” 


Dealer Discounts 


Current talk about lowered costs of 
distribution in post-war was reflected 
in the dealer’s attitude that anything 
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less than customary pre-war discounts 
would be ruinous. “You can’t pay 
salesmen a decent commission and take 
care of your regular overhead on less” 
was the standard comment. With new 
models and new appliances in the offing 
and public education at a low ebb on 
even the better known types of appli- 
ances, dealers stressed that a specialty 
type of selling was still necessary in 
the business and that specialty selling 
methods required sufficient margins to 
succeed. 


Other Reactions 


Other reactions covered a variety of 
subjects. In some sections, for in- 
stance, dealers have reported consider- 
able trouble with long-term manufac- 
turers warranties on_ refrigerators 
where customers, requiring some minor 
service job, were under the impression 
that there would be no charge. The 
consensus of opinion among the deal- 
ers interviewed, however, was that the 
selling job was done wrong in the first 
place. The trained specialty man could 
always make it clear that the manufac- 
turer’s guarantee was confined to the 
hermetically sealed compressor only 
and that adjustments to the defrosting 
unit, the cabinet, hardware, etc. were 
not included. “There’s the same old 
trouble again,” one dealer remarked, 
“these fringe outlets and high-pressure 
boys don’t care what they tell a cus- 
tomer. If they took time to explain 
just what the guarantee covered, they 
wouldn’t have this trouble. It hasn’t 
bothered us. But they are so anxious 
to make a sale they airily let the cus- 
tomer assume that the whole job is 
covered with a five-year guarantee.” 

Closely tied in with the dealer’s com- 
plaint about multiplicity of outlets was 
the opinion, generally shared, that the 
value of the dealer’s franchise had been 
permitted to grow less and less during 
the pre-war years. The franchise 
originally conveyed a sense of responsi- 
bility as well as opportunity and deal- 
ers jealously guarded their reputations 
with individual manufacturers and 
liked the sense of mutual loyalty and 
trust which the franchise imposed. One 
dealer, who had taken on some other 
appliances, remarked that he had been 
selling one make of vacuum cleaners 
and another of washers for 23 years— 
as long as he had been in business— 
and that he probably would always sell 
them because his relations with the 
manufacturers had been very pleasant. 
With some other appliances, however, 
he had been given to believe that he 
would have exclusive representation, 
had taken the headaches which go with 
the introduction of a new line, and 
then found himself only one of many 
who had been opened up. 


Greater loyalty on the part of manu- 
facturers and distributors in the post- 
war would do much to correct some of 
the abuses of the pre-war set-up, deal- 
ers declared. 

Dealer comments on other phases of 
the retail business covered the subjects 
of trade-ins, on which they felt, in 
some instances, that a form of stand- 
ard allowance, much like that which 
prevails in the automotive field, might 
be valuable to prevent competitive sell- 
ing abuses. This was especially import- 
ant, one dealer observed, because of the 
flood of used appliances which would 
be turned in after the war and the new 
models are once again available. 

Utility merchandising came in for 
its share of attention with many deal- 
ers of the opinion that the utility could 
be a constructive force as long as prices 
were maintained and their efforts 
turned to a broad promotional job in 
the community. Financing of dealer 
paper is one of the functions the util- 
ity could engage in which would be of 
benefit in helping bring down the cost 
of carrying charges imposed by the 
finance companies, one dealer said, and 
at the same time enable the dealer to 
compete to greater advantage with the 
department stores. 

The war experience of many dealers 
has served to give them a more realis- 
tic approach to service charges, it was 
apparent. This experience, many of 
them felt would be carried over into 
the post-war period and the old atti- 
tude of looking at service jobs as a 
“necessary evil” would be a thing of 
the past. Here again, the automotive 
experience was cited as a good example 
to follow. 


Sales Training 


Another important point stressed 
was the need for adequate sales train- 
ing for the new men who will be com- 
ing into the field when they are back 
from the wars. Many of the old-time 
salesmen have disappeared into other 
lines of endeavor and the post-war 
prospects would seem to include the 
need for training a new army of spe- 
cialty appliance salesmen. The manu- 
facturer and the distributor can best 
perform this function at the start, 
dealers indicated, through schools and 
meetings. With the preliminary train- 
ing out of the way, the dealers will 
carry or from the practical field sales 
standpoint. 

All of these points outlined are on 
dealers’ minds. But if you were to ask 
any dozen or so at random the one 
thing they most wanted in post-war, 
the answer would be a single chorus 
“Leave us alone! We've stuck it out 
this long and we’ve earned the right 
to get the first crack at new business!” 
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Bartley ROLLS HIs ( 


When appliance sales went out the 

window, service came in the back door 

and W. C. Bartley of Peoria met the chal- 

lenge of equipment shortages by build- H 
ing his own 





In the meantime, he had been saving style wooden-tub washer is used. This be pla 
up all the trade-ins he could possibly also has casters and can be shoved \tta 
get and when new sales were a thing around as the painting operation frame 
of the past, he started to completely re- demands. is loca 
build and re-finish these for sale. The For painting small pieces, a rack when 1 
government set ceiling prices on re- was built at head height clear across the both t 
frigerators and later on washing 2-foot room. This is provided with A circ 
machines and sweepers. Many refrig- nails on which the pieces are hung. outfit 
erators were sold for less than they Across one side of the room is a 12- become 
were taken in for and the repair work foot bench. This is used for mixing off. 
done on them was a total loss. paints, painting small parts and dis- This 

So many other new appliance out- sembling and assembling small parts irame 
lets went out of business and still had which are to be painted. Above the anywh 
their guarantees to make good that bench, in front of a window, is an ex- creep, 
several of them contracted with Mr. haust fan with a 24-inch propeller-type perate 
Bartley to do their service work. blade operated by a $ h.p. motor from me tit 

Mr. Bartley’s equipment was entirely a washing machine. 
inadequate to take care of the rebuild- A portable buffing machine with a 
ing and refinishing business. All he flexible shaft is used for cleaning and The 
had done before was simple repairing buffing appliances for painting. wringe 
for which mostly hand tools were used. With the equipment in the painting mounte 
But new equipment was not available. department, any appliance, no matter machin 
In this extremity, Mr. Bartley started how rusted, can be cleaned and refin- J and fu 

W. C. Bartley and Estelle Cassidy working on the machine of many uses. Mr. Bartley making his own equipment. ished to look like new. equipm 





is operating the drill press; Miss Cassidy the buffer. Note the wire attached to One of the first things he found In the repair shop, the first piece of In re 
same motor as buffer. Below is shown electric fan for keeping drill and operator upectunnn anne Dei iggegee i? ; i yoke mat baile was 0 testing machine i ten 
cool, Note also the electric lights mounted on T-shaped tubular frame on swivel. pant snc sg sa - have . pas oop — ee = ee 
The machines ane eavenind on an olf quaiinn execien Bane. equipment for refinishing used appli- on which to test wringers. This was § saw, bi 
ances. He took over a 12x12 room made from a gear case from an old cut-off 
adjoining his shop room and made it washing machine. By threading the § latter i 
‘ ( Bartley, parent to Mr. Bartley that new sales into a paint room. He needed a spray drive shaft, pinions demanded by dif- in the 
Pp [1] ippliance vould soon become a thing of the past. gun outfit. This he made from junk ferent types of wringers can be &f allow 1 
deale lling the General He wished to keep in business, how- parts of appliances laying around. He _— screwed on. the wa 
Elect line, in 1 fall of 1941 saw ever. in order to be on hand when new _ had a shallow well water pump tank The next piece of equipment made A pi 
ahead what wa ming, he immedi I wain became possible. He which served as the tank. For legs, he was one which has several uses. The gear cz 
ately took steps to prepare for it. vanted to remain in approximately the took the legs off an old Faultless base of this is an old ABC washer ut ha: 
He switcl new sales to serv- e location so customers would not washer. The motor came from an old frame. An open end 4 h.p. motor was @ made | 
P , all } f electric appli lose track of hin Therefore, in oil burner and the compressor from a_ secured and a long extension made on with a 
il ble to keep september of that year he rented a  Servel refrigerator. - He bought a_ the shaft on each end. These were washer 
] d pe ?x 50-foot store building across the pressure valve from an oid hot water threaded so pinions can be screwed on ff upside 
Mr. Bartley started in the appli- treet and moved his repair shop to it. tank and put a new pressure gauge on to them. On one end is attached a wire nd ca 
ance business in 1934 by leasing huildine was an old one and not. it. The copper tubing was from junk scratch wheel and on the other end a In th 
space zo] lepat nt store. verv good condition but it was the efrigerators. The gun and hose were cloth buffing wheel. This outfit is J tion is 
a large neighbor! t two miles onlv one available in this location. bought new. mounted on a 2x10 board which is provide 
a I never \t this 1 w location, he began doing Other Equipment bolted to the frame on a swivel 80 if arbor | 
had an applian partment. With its ervice work for others and on all necessary it can be swung out for use in vise, 
large number of cust t offered kinds and brands of appliances. At this He now made a dolly, using two _ buffing the inside of aluminum tubs hand to 
an excellent opportunity t the equipment consisted of a 2x 10-inch boards 33 inches long for On the opposite side of the frame is J Six cor 
Mr. Bartl increased each nch. vise. hand tools and a small the platform, to which were attached mounted a bench drill press. separat 
year until 1941, w hw the peak wood lathe for turning down wringer some old washing machine casters. Also on the frame is mounted 4a light 1 
year. At the same time a used depart- rolls. He kept his eyes open and from Then, a wooden tongue was made, at- double electric light fixture with a Ii ht Close 
ment was maintained in another build- time to time bought used tools as others tached to the frame by a barn door each for lighting the buffer-grinder and ff heavy-c 
ing where trade-ins were disposed of went out of business. hinge. This isa very convenient piece the drill press. These are furnis ed Hand ope 
after being repaired. This shop was For several months longer, he main- f equipment. Refrigerator cabinets with reflectors which throw the light His used 
used exclusively for taking care of the tained the new appliance department at are set on it for refinishing. It can on the work being done. The fixture J ‘ction: 
guarantees of new appliances and for Szold’s. When new appliances were be shoved around anywhere in small was rigged up from piping and attach- Ano 
repairing trade-ins for sale. No out- frozen, he had quite a stock on hand. _ space. ments of old sweepers that had been J xas and 
side service work was done. These were eventually all moved out For painting and refinishing washing laying around. The fixture is also velding 
In the fall of 1941, it became ap- in priority order sales. machines, the platform from an old- arranged on a swivel so the lights an vheels 









FEBRUARY, 1944—ELECTRICAL MERCHANDISING BELECy 








ating 
atter 
-efin- 


r 
a 


5° 


“us 


an S 


By 


HARRY L. SPOONER 


placed in any position desired. 
\ttached to the bottom part of the 
frame on the side where the drill press 
s located is an exhaust fan for use 
when there is constant drilling to keep 
both the drill and the operator cool. 
A circuit breaker is attached to the 
utfit so that if the drill or buffer 
becomes overloaded the current is cut 
This is a very handy outfit. The 
frame has casters so it can be moved 
anywhere in the shop. It does not 
creep, slip, or vibrate in use. Three 
perators could work on this outfit at 
time if necessary. 


Repairing Wringers 


[he wood lathe for turning down 
vringer rolls is also portable. It is 
mounted on an old pedal-type sewing 
machine frame. It has its own motor 
ind fuse as does each other piece of 
equipment. 

In repairing wringers, so many kinds 
Mf bearings are required that a jig 
saw, band saw and combination 8-inch 
cut-off and rip saw were installed. The 
latter is mounted on an old oak desk 
n the top of which a hole was cut to 
illow the sawdust to go down out of 
the way. 

\ piece of equipment for taking off 
gear cases of washing machines with- 
ut having to work on the floor was 
made by making a wooden platform 
vith a hole in the center on an old 
washer base. The machines are turned 
upside down on this. It is on casters 
nd can be moved anywhere. 

In the washing machine repair sec- 
tion is a bench nine feet long. It is 
rovided with a two-wheel grinder, an 
arbor press and a large heavy-duty 
vise. Above it is a small shelf for 
and tools. The bench is provided with 
ix convenient electric outlets fused 
eparately for testing motors that 
ight be stuck or binding. 

Closely adjacent to this section is a 
tavy-duty grinder attached to a post 
| operated by a 4 h.p. motor. This 
used for general grinding for all 
éctions of the shop. 

An oxycetylene welding outfit using 
“as and oxygen is used for brazing and 
relding. This is mounted on 
heels and has a handle bar for 


two 


mov- 





A corner of the W. C. Bartley repair and rebuilding shop 
Estelle Cassidy, bookkeeper and general utility employee, is 
machine is mounted on the 20-foot work bench. 
Table-top saw, mounted on old desk, is in the foreground. 





at Peoria, Ill. 


Welding 


shown testing a wringer on the wringer-testing machine. 
outfit and “the machine of many uses" is in the background. 
One of its uses is to saw boards for making wooden dust-pans 


Mr. Bartley is shown working at steel lathe. 


This 


shown on the desk. The shop contains many pieces of labor- saving equipment and all kinds of hand tools. 


ing around the shop 
second-hand. 


It was purchased 


As many small parts of appliances 


are not available at all and many others 


take three weeks to six months to 
secure, a new 10-inch metal lathe was 
recently installed. While it takes 


much longer to make these parts than 
it does at the factory, the time saved is 
enormous. Many small parts are now 
made in the shop. 

For repairing small appliances, a 20 
foot work bench is provided along one 
side of the shop. 
shelves. 


Above it are two 
A large number of small tools 
is arranged on these shelves and on the 
wall between, each with a place of 
its own and each kept in its place. Re- 
pairs here include those on electric 
irons, clocks, sweepers, toasters, roast- 
ers, waffle irons, small motors, etc. 
The bench has 10 convenience out- 
lets. It is fused with 10-amp fuses so 
that in testing 


equipment that is 


shorted, it will not blow the main cir 
cuit fuses. 

An electric circuit tester is provided 
for testing two-speed sweeper motors 
There is a two-watt neon bulb for 


short test of irons and other small 
appliances There is a convenience 
outlet in the circuit for 110 volts. 

Alongside of the circuit tester there 
is a growler for testing small motor 
Then there is an iron 
testing stand conected to a 300 T. C 
oven tester for testing temperature of 
electric irons, 

Mr. 
rangement so that when irons or other 
appliances are heat 
test, it will ring a buzzer and turn on 
a light when it reaches the proper 
temperature. This arrangement makes 
it unnecessary to stand by and watch. 
When the buzzer rings and the light 
shows, the operator can go back and 
re-set the thermostat. 


armatures, 


ovens, roasters, etc. 


Jartley is building a new ar- 


being given the 
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The 


bench has 


soldering irons in 

three sizes and one iron used on a 

blow torch. For heavier work, a 
Prestolite torch is used 

There are two small grinders for 


touching up tools used at the bench, 
one small vise, two larger ones, and a 
small anvil. 


Keeps Large Parts Stock 


\ large stock of parts for refrigera- 
tors, washers, sweepers, irons, toasters, 
etc. of many makes is kept on hand. 
hese are kept in a stock room 10 x 10, 
furnished with shelving, in front of the 
shop proper. The shop is the author- 
ized service station for General Elec- 
tric, Proctor Electric, and the Premier 
vacuum cleaner. 

On April 1, 1943, Mr. Bartley took 
over another room adjoining the shop. 
This is 18x50 feet and is used as 
office and display room in front, with 


inother stock room in the rear. Re- 
cently he took over the basement under 
the repair shop, which is used for 


torag 
Within the last veat lines 
erchandise have been added. 


1 
several 


hese items were added for two 
reasons,’ says Mr. Bartley. “One of 
these was to help pay the overhead and 
the other was to bring in new custom 


ers who thus get acquainted with our 


main business, our electrical service 


” department.” 


These items consist of paint, framed 
pictures, wardrobe cabinets, specialties 
in hardware and glass 
coffee makers, and small electrical ap- 
i The few radios left from the 
new appliance 
also shown. 

\fter the painting section was 
started, Mr. Bartley picked up consid- 
erable painting and refinishing jobs 
from other concerns, such as toys, 
netal furniture, etc. 


housewares, 


riginal 


business are 


\iter he installed the jig, band and 


cut-off saws, he received requests from 
various concerns to do different kinds 
work. He is now making 
wooden dust pans for two local stores, 


of wot rd 


wooden foot scrapers on the order of 
the old rubber mat, what-nots, 
zine racks, He makes a conside1 
ible handles for 
electric irons, percolators and other 
appliances and utensils. If the war 
continues another year, he plans on 
making several kinds of wooden toys 
for the Christmas trade next year. 

A girl is employed full time who 
keeps the books, looks after the dis- 
play room and answers’ phone calls: 


maga 
etc. 


number of wooden 


She also orders parts and keeps thé 
stock room up to date. 

\ schollboy comes in on Saturdays 
and helps in arranging stock and help- 
ing out where he can. 

There are two part-time men who 
work on nothing but washing machines. 
They are good mechanics working at 








defense plants but who come in and 
work four hours each day. Then there 
is an all-round man who does most ot 
the painting and who can work any 





where in the shop, who works three to 


four hours a day. 


“We have learned a lot since we 
went into the service business,” Mr. 
Bartley said. “We have found that a 


repair shop can be made to { 
Therefore, when we go back into 


shall 


operate our service business 


av its own 
way. 
‘ontinue to 
as it has 
It will not be 
ered a necessary evil as it was before 


new appliances, we 


been operated. consid- 
but will be operated on a paying basis 
and stand on its own feet rather than 
being charged off to new sales. All 
the merchandise lines taken on will be 
discontinued and all our energies in the 
service department be devoted to re- 
pairing electrical 
appliances.’ 


and rebuilding of 


’ 
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Some SERVICE LPs On| - 











Testing the Clock 





First plug in to test the clock. See if the motor runs 2 Put the clock up to your ear and listen. If it runs but Check the time setting to be sure that gears are free 
which will be evident if the hands operate. is very noisy, that's a tip it needs a new rotor. (if not, clock needs cleaning up). Also at the same 
time you check the coil (which fails one time in 300 
service jobs). If the red indicator stays up, it means 
magnetism is present and the coil is O.K. 








Replacing a Rotor 





You start your teardown by removing the back screws 5 Lift the back off and you can see what you are going The screwdriver in the workman's hands is pointing to 
of the clock's case. to work on. the rotor, the motor which runs the clock. 













7 Now he points to the coil which we told you rarely 8 You need only to take out two steel screws in order Upsadaisy, and you find the old rotor lifts out in one 
requires anything done to it. to remove the rotor. piece. 
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PREVIOUS SERVICE ARTICLES 


HIS is one of a series of “how to” service articles on specific makes of 
electrical appliances. These step-by-step operation instructions are pre- 

peared by Electrical Merchandising, in cooperation with the manufac- 
turers, and carefully checked for accuracy. Already published are similar 
service articles on the following makes of appliances: Westinghouse irons 
(February, 1941), ranges (August, 1943}; Maytag washers (April and Sep- 
tember, 1942); Knapp-Monarch toasters (November, 1942); Premier vacuum 
cleaners (November, 1942); Simplex ironers (March, 1943); Speed Queen 
washers (March, !943), wringers (June, 1943); lronrite ironers (April, 1943); 
General Electric and Hotpoint irons (April, 1943); General Electric washers 
(May, 1943), refrigerators, Type CA (October, 1943); Blackstone ironers 
(May, 1943), wringers (September, 1943); Universal irons (May, 1943), 
washers (July, 1943), percolators (October, 1943), toasters (November, | 
. : 2 will fin safer 1943); Lovell wringers (June, 1943); Hotpoint ranges (June, 1943); Apex 

10 ag oe apse pet abe thy . bie J and Mets. Duly 1943); Boy wale je oboe Rw 1943): 
Chromalox electric range units (September, 1943); Thor washers (Septem- 
ber, 1943); Norge refrigerators (November, |943); Bendix washers (Novem- 
ne ber, 1943); Gibson refrigerators (December, 1943). The series will continue. 


























1 Here it is, in the man's right hand. This tiny rotor 12 Occasionally the oil leaks out, or it wears, and you 13 The way to do it is to fit the rotor in position on the 
runs the clock. have to replace it with a new one—so. movement base plate. The gears must mesh first. 

If not done this way you're likely to fail to get your gears 

to mesh—they will jam up—and the clock will fail to run. 


a 





14 These wood spaces are used to hold the field in the 15 Fit the field down over the rotor, holding wooden Press into position, replace the holding screws and 
correct position. spacers with fingers so they won't slip off. that job is done. (Please turn to next page) 
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Some Service Tips on Telechron Clocks corns son pose 








Replacing a Crystal 











17 Straighten the twisted bezel strap at the four cor- 1 The bezel now lifts off, and you slip a new crystal 1 Be sure to clean the crystal and dial. These are 
ners to remove the bezel. behind it. always dirty. Any good art gum does the job. 


Rolling up the Cord 


time 
the 





2 Because some people don't know how to roll up a Another doubling and you hold it in your hand 3 


cord, we show the trick. First double up cord. 21 Double it again, as shown in the picture. something like this 
. dri 





2? Take the plug end and wrap around the double cord 24 Pull the plug through one of the looped ends and 
as indicated above. you have a neat job like this. 
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Servicing an Alarm 





25 Take the set knobs off. Turn them opposite to the Take out the case screws and you will find the case 
arrow marked on case. Use a narrow pair of pliers lifts right off the works. 
to hold the shaft from moving. 





27 The vibrator gap above the field should be about 28 The clapper which strikes the outside rim of the Take your pliers and adjust clapper so that it 
- Ye inch. Actually the clock would ring all the the clock (which acts as a bell) is actually part touches the bell when the vibrator is working. 
time if it were not for the wedge holding it away. If of the vibrator. Thus the clapper works with the vibrator. 


the clock doesn't ring check to see that the gap is O. K. 





Frequently the alarm shutoff—which is actually a 31 You will find that you can wiggle this broken lever 32 Replace with a new one. It will slip into position 
wedge—gets broken off through a fall. Screw- out of position without too much trouble. very neatly. 


driver points to this wedge. 
Replacing a Field Coil 





33 This is a field coil. It practically never gets out 34 Remove the corner screw and you will find that 35 The field slips out of position thusly, and to replace 
of kilter, but just in case— you can separate the field. you slip a new one in the shaft in its stead. 
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Helping the Dealer Understand 


War Regulations... 


North Central Electrical Industries 
Serve Association Members with Plain 
English Translation of What It All Means. 





Electrical contractors and dealers trying to earn a living haven't 
time nor ability to figure out what WPB and OPA rules exactly mean, 
declares A. H. Kessler, of the North Central Electrical Industries. 


HEN this war is over, the 
red hot false teeth are going 
to be awarded, beyond the 


peradventure of a doubt, to the legal 
eagles who write the orders of the 
OPA and the WPB. In the gush from 
their mimeographs the country has 
seen quantities of meaningless gib- 
berish, poured out in exact timing to 
confound and confuse the business man. 
Never have so few goofed up so many. 

Even a dumb top sergeant knows the 
orders he yells must be understood to 
be obeyed. But no glimmering of un- 
derstanding of this executive principle 
ever penetrated their ivory—towers, 
shall we say. 

The result was to confuse the trade, 
to throw the business man into helpless 
rages over this regimentation poured 


out from Washington, and to disgust 
him so he avoided the subjects it 
touched as much as possible. 


Association Helps Interpret 


In clearing this goofy atmosphere 
the North Central Electrical Industries 
has done a monumental job. This asso- 
ciation’s experts saw that many WPH 
and OPA regulations were not as 
stupid as they sounded. Behind the 
fog of words lay certain methods of 
guidance, certain things that could be 
done, certain angles that would permit 
a man to carry on. 

William A. Ritt, secretary-manager, 
realized that there was a real need for 
a servicé to association members which 
would assemble and explain this infor- 
mation. Operating a store himself at 


St. Peter, he knew that a loose leafed, 
indexed file of this matter would be a 
time saving boon to the dealer. Today 
these plain English interpretations of 
the various releases fill three books 
with 18 subdivisions. For example in 
the upper right-hand corner of each 
new release is something like this: 
“Index: Lighting. Reference, Lamps. 
Order L-28 amended. Cancels our bul- 
letin 177,286,313.” The member is thus 
shown where to place the new release 
in his loose leaf book, and is enabled 
to throw away the pages that it re- 
places. These subdivisions are as fol- 
lows: Basic priority policy 

Controlled materials 

Credit regulations 

Manpower and wages 

Trucks and transportation 

Price regulations 

Appliances 

Construction 

Equipment, motors 

Forms, general 

Heating—plumbing 

Inventory regulations 

Lighting—lamps 

Materials—copper, etc. 

Repairs—operating supplies 

Refrigeration 

Radio-telephone 

Utilities 

As releases come in from both the 

Office of Price Administration and the 
War Production Board, A. H. Kessler, 
promotion manager, studies them, and 


A Bie Help 


to Gordon Electric 


Following his Association's Guidance on Govern- 
ment Regulations, Together With Other Informa- 
tion, keeps This Albert Lea Dealer in Merchandise 
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personally gets in touch with the gov- 
ernment offices to see what they mean. 
If the local offices can’t explain the 
rulings Washington is queried. Very 
often the interpretation provides meth- 
ods of procedure that are understand- 
able to the trade where on the surface 
everything might be barred. 

Sometimes a flash comes through 
and it is shot out immediately. 

Generally, however, the association 
produces a bulletin which is couched in 
language that can be understood by 
the dealer or contractor and this is 
checked to see that it is in line with 
what the governmental bodies mean. 
Once approved, and in the book of the 
association members it forms a ready 
reference and quick guide to action. 

“By reading these regulation bulle- 
tins, digesting them and doing the 
things that they permit, I have found 
that we have been able to keep up our 
stock and get a volume of business 
that might otherwise seemed hopeless,” 
Lou Gordon down at Albert Lea de- 
clares, 

So popular has the service been that 
the association is now numbering sub- 
scribers outside of the state of Minne- 
sota who are provided with releases 
on a special basis. Kept on the dealer’s 
desk, they give him advice on whether 
he is right or wrong, just how far he 
can go, and things he can do he never 
dreamed of. 


HE watchmaker song, “I don't 

know how he does it, but he 

does it,” applies to Lou Gordon 
of the Gordon Electric Co. in Albert 
Lea, Minn. (pop. 12,200). When 
everybody else is out of merchandise, 
Lou seems to have it, said C, E. Myers, 
district manager of the Interstate 
Power Co. 

Your reporter told Mr. Gordon Mr. 
Myer’s remark, and asked, “To what 
do you attribute your wartime success 
in getting merchandise—instinct ?” 

“Instinct, nuts!” was Mr. Gordon's 
succinct reply. 

Having brought up the subject of 
nuts, he went on to nutshells, and pro- 
ceeded to sum up his methods in one 
of them: 

1. Lou Gordon guards as closely as 
his eye glasses his copy of the war 
regulation bulletins provided by his as- 
sociation, the North Central Electrical 
Industries, and studies every release. 
They provide him with a lot of “loop- 
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“ les” he can go through, and by doing 


t, he gets merchandise on priorities. 
2. He reads trade papers. He reads 
Kiplinger. He digests the stuff put 
ut by the Northern State Power Co. 
The trend of things is there, plain 
as a pikestaff. If you keep yourself 
nformed and act on it, you can’t miss.” 
So many factors outside the electri- 
il industry are knocking dealers over 
that Lou is amazed more of them don’t 
study up. In the fall of 1941 he saw 
ieliveries slowing up and prices rising. 
That was handwriting on the wall 
. ough for him, and he trotted over 
| a banker who agreed that it was 
Pro- Bimart to borrow enough to lay in a 
1 one FRine month’s supply. This loan, plus 
wn money, filled up his shelves. 
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ly . He has kept them pretty well stocked 
i nce by: 

vabaal! 3. Visiting the Chicago Merchan- 
tric se Mart regularly, and prowling about 
_— aces where merchandise might be 


‘und. Too few dealers have dis- 
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Giftwares fit more naturally into empty appliance shelves than anything else, he 
opines. Notice the thermos jugs, whisky sets, etc. 


Meet son Louis H. Gordon who takes care of radio service and repairs when he is not 
busy with the trade. 


covered that they must hunt up stuff 
now, he says. 

As a reward, he claims that he 
should do a $100,000 volume of busi- 
ness in 1943. Gordon Electric, at 
120 West Clark Street, has not a pre- 
tentious location. Five people work at 
the store, which Lou opened 23 years 
ago when he started as a wiring con- 
tractor. Today he has given up con- 
tracting, but carries supplies, appli- 
ances, gifts, and does service work. 

“Gifts fit naturally into the shelves 
which used to hold appliances,” he 
says. “We have just sold our last 
range and have one clock left, so we'll 
be getting some more gifts, I suppose.” 

Toys didn’t work out. 

Lou Gordon declares he has not 
found the knack of selling farm trade, 
“which gravitates naturally to Sears 
Roebuck.” As for going out and call- 
ing, you have to spend a lot of time 
visiting and this eats up all your 
profit.” 


THE GORDON OPERATION 


You have to change your pace these days, says Lou Gordon. Stuff isn't coming 
over the transom any more. But if you do some studying, you will find ways and means. 





Hard to find radio tubes are on his shelves, thanks to Lou Gordon's ability in chasing 
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down sources of supply. 


Gordon Electric is on @ side street, but Albert Lea people don't mind huntingsit up, 
now they realize they can get things there. 





The Coming 


Boom in HOMEIEF 


... And Two Opinions as to What Utilities and Dealers May Expect from it. 


DWELLING UNITS PRODUCED IN ALL NONFARM AREAS BY YEARS, AREAS & TYPES OF DWELLINGS 


(Taken from Vol. 54— No. 5, May, 1942) 


Total 


AREA 


Nonfarm Urban 


247,000 
449,000 
716,000 
871,000 
893,000 
937,000 
849,000 
810,000 
753,000 
509,000 
330,000 
254,000 
134,000 

93,000 
126,000 
221,000 
319,000 
336,000 
406,000 
515,000 
603,000 
715,000 
233,728 


Data for 1920-29 from National Bureau of Economic Research, data for 1930-41 from Bureau of Labor Statistics 


Because 1930-41 estimates are preliminary and derived by different techniques than earlier estimates 


196,000 
359,000 
574,000 
698,000 
716,000 
752,000 
681,000 
643,000 
594,000 
400,000 
236,000 
174,000 

64,000 

45,000 

49,000 
117,006 
211,000 
218,000 
262,000 
359,000 
397,000 
440,000 


Monthly Labor Review" 


Rural 


Nonfarm 


51,000 
90,000 
142,000 
173,000 
177,000 
185,000 
168,000 
167,000 
159,000 
109,000 
94,000 
80,000 
70,000 
48,000 
77,000 
104,000 
108,000 
118,000 
144,000 
156,000 
206,000 
275,000 


Not Complete 


should be used in comparing years in different sections 


TYPE OF DWELLING 


1-Family 


202,000 
316,000 
437,000 
513,000 
534,000 
572,000 
491,000 
454,000 
436,000 
316,000 
227,000 
187,000 
118,000 

76,000 
109,000 
184,000 
250,000 
268,000 
317,000 
399,000 


486,000 
613,000 


2-Family 


24,000 
70,000 
146,000 
175,000 
173,000 
157,000 
117,000 
99,000 
78,000 
51,000 
29,000 
22,000 
7,000 
5,000 
5,000 
8,000 
15,000 
ACL 
18,000 
29,000 


37,000 
34,000 


Multi 
Family 


21,000 
63,000 
133,000 
183,000 
186,000 
208,000 
241,000 
257,000 
239,000 
142,000 
74,000 
45,000 
9,000 
12,000 
12,000 
29,000 
54,000 
51,000 
71,000 
87,000 
80,000 
68,000 


Not Complete 


caution 





Houses costing from $5,000 to $6,999 are in the greatest demand, and this trend promises to continue after the war ends. 
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NUMBER OF NON-FARM HOMES BUILT 


IN THE UNITED STATES - 


BY YEARS 
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This table, prepared by Archifectural Forum, gives you a handy bunch of statistics on construction. 
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HE cartoonist, John T. Mc- 

Cutcheon, has two characters— 

Mr. Smiley Glad and Mr. Lugu- 
brious Blue. Each takes the opposite 
viewpoint. : 

In looking over the deluge of litera- 
ture dumped on one’s desk that en- 
thuses about the positively booming 
after the war home market, it all 
sounds like Mr. Smiley Glad talking. 
3ut go call on the fellows who are 
studying trends as a background jfor 
future company activities and their qut- 
look resembles the wisdom of Mr 
Lugubrious Blue. There is certainly 
need for understanding here. You pay 
your money and you take your choice. 

Since utilities have to make plans to 
supply these future homes with juice, 
and inasmuch as dealers regard each 
one as a potential customer for a lot 
of new stuff, it is appropriate to give 
you the whole ball of wax and let 
you know all your leg man discovered. 


Smiley Glad’s Thinking 


First off, let’s take a look at the 
thinking of what might be Mr. Smiley 
Glad—actually Glenn C. Munn, econo- 
mist for Paine, Webber, Jackson and 
Curtis. He says: “It is always pos- 
sible to demonstrate that need for more 
and better housing exists. For ex- 
ample, if the dwellings housing the 
present 36 million families are to be 
renewed only once in a century, then 
320,000 new units per annum are re- 
quired. If we allow for the number 
of new families and add the number of 
housing units needed to replace losses 
due to fire, flood and tornado, nearly 
500,000 should be replaced each year. 
This gives us a hypothetical normal 
demand of about 820,000 units annu- 
ally. However, the peak building year 
in history—1925—accounted for only 
937,000 units. That peak has never 
since been reached. Nevertheless 
is difficult to avoid projecting a den 
for 600,000 units annually for a long 
period ahead, as a minimum. At 
average of $5,000, this amounts to 
$3,000,000,000 a year. New housir 
only part of the total building—farm 
building—repairs to old structures— 
alterations—should account for a ca!cu- 
lation of $10,000,000,000 annually for 
all these purposes, 


—And Mr. Blue's 


Now let us turn to Mr. Lugub: 
Blue. We cannot identify him ex 
as a thoughtful economist on who 4 
large corporation depends for a 
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“J. P. Morgan said there are two 
reasons for anything a man does,” he 
said. “One is the reason he gives you, 
the other his real reason. It is natural 
for a firm with lumber to sell to want 
to gild the lily when it talks about 
future building prospects; but in the 
appliance and utility business we are 
curious to know the possible extent 
of the building boom, in order to guess 
what will be demanded from us in 
servicing and furnishing these homes. 

“My belief is that the country will 
see the following number of homes 
built during the three years following 
the ending of the war, 194?: first 
year, 400,000 homes; second year, 500,- 
000; third year, 750,000. This is quite 
a far cry from the million a year you 
glib writers like to talk about. I will 
be happy to tell you my reasons for 
not expecting a runaway in the build- 


ing business. 
The Reasons 


“First—If you look back to the 
years in the industry following World 
War I, you will notice that it was not 
until 1922—four years after the guns 
went cold on the western front—that 
the country built 750,000 homes. The 
peak of the postwar building boom was 
reached in 1925. Furthermore, at no 
time during the interlude between 
World War I and World War II did 
this country ever see a million dwelling 
units built. The peak of 1925 was 
937,000 nonfarm buildings, of which 
752,000 were urban and 185,000 rural 
nonfarms. It is reasonable to suppose 
that the housing market following 
World War II will be equally slow in 
getting under way. There are a num- 
ber of reasens for this. 

“Second—Unions have systematic- 
ally followed a policy of reducing the 
number of apprentices until there is 
actually a scarcity of skilled help. 
This shortage tends to delay building 
and to run up the cost of building. 
What was true in 1920 will be equally 
true in 194?, 

“Third—One of the things that held 
back the building boom following 
World War I was inflation. You will 
remember about how the dollar dropped 
to around 40c. purchasing power after 
the last war. Prices of suits of clothes 
tose to $85. Building materials took 
a similar upward swing. The cost of 
Putting up a house rose above the 
pocketbooks of many potential cus- 
tomers. They either gave up the idea 
or waited until later. 








* gaps pera oranges 
* . 


It was seven years after the close of World War | before the building boom reached its peak, and there never were more 


“In the interlude that will follow 
World War II it has been estimated 
there will be approximately 9,000,000 
people out of work. It is obvious that 
there will be a rush to cash in War 
Bonds of which there are $23,772,- 
000,000 outstanding. The presence of 
so much money floating around in cir- 
culation is certain to start an inflation 
in prices which it is dubious that any 
control can hold down. On the other 
hand, the government may put a stop 
to cashing these bonds. Certainly, we 
cannot plan the future without taking 
a look at the financial status that is 
likely to obtain after the war and my 
guess is that we will have the same 
type of inflation that ran up prices after 
the last war and retarded building ac- 
tivities for several years.” 


A Chicago Survey 


A questionnaire sent out by the Chi- 
cago Association of Commerce not long 
ago had revealed that 40 percent of the 
public expected to buy a home costing 
less than $3,000 at the war’s end. Some 
55 percent expected to buy a home 
costing under $5,000. Obviously if the 


‘ 


than 937,000 houses built in any one year. 


market is satisfied at these prices, the 
product will represent a concept totally 
different from what has been generally 
accepted in the past. 

In the race to sell these new homes 
appliances Mr. Blue estimated that not 
more than 1 percent of them would 
be air conditioned. He was of the 
opinion that at least half of them would 
be heated with gas. His opinion was 
that fully 85 percent of these new 
homes would be equipped with electric 
refrigeration. On the other hand the 
electric water heater was expected to 
gain in popularity although gas would 
probably heat the water in three quar- 
ters of the homes at the beginning. 
Electric ranges would be sold to not 
over 10 percent of the group, but would 
also grow steadily in popularity. 
Houses costing from $5,000 to $9,000 
offered the greatest market for electric 
ranges, 


Prefabrication 


“Obviously,” said our expert, “the 
picture I present is not the rosiest for 
anyone who expects a quick runaway 
market in home building. On the other 





In one large marketing area, it has been figured 
that the building boom will go something like this: 


Houses costing less than $5,000. 

Houses under $7,000............... 
Houses costing under $9,000 
Houses costing over $9,000 
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First Year Second Year Third year 
after war after war after war 
425 1,100 1,500 
1,000 2,300 3,500 
850 1,400 1,600 
515 950 1,000 


hand, there are some factors that have 
not been taken into consideration here 
which may exceed one’s wildest dreams. 
I refer to the prefabricated market. 
The prefabricated market is the one 
that hits those boys who answered that 
Chicago Association of Commerce 
questionnaire and said they were all for 
something costing less than $5,000. It 
is obvious that the various building 
codes have the prefabricated house 
people stopped cold within city limits. 
There is no way that I know of that 
inexpensive houses can be put up in 
town without being stripped, unaccept- 
able models. 

“On the other hand, it is perfectly 
possible for a builder to get hold of a 
few acres of land next to a city line. 
Out there he can go to town and lay 
out his acres in the attractive 
fashion. He can put up a flock of 
prefabricated houses without being mo- 
lested by building codes. Once up, it 
is possible to apply for admittance to 
the city, and be sure that city councils, 
always greedy for more taxes, will 
take them in. It is probably possible 
to give a home buyer more for his 
money through a prefabricated house 
than any other way, and provided com- 
plete with appliances such as he de- 
sires. A well designed, low cost, high 
efficiency prefabricated house should 
hit the mass market with an impact 
similar to that of the mechanical re- 
frigerator and the automobile after the 
last war. And this is where in my 
opinion there is going to be a market 
that none of us can compute at the 
present moment.” 


most 


PAGE 19 

















A Patent Attorney Peers Into The 


Washing Machine Future 


Charlie Woodin Tells Some of the Things He has Seen—and He Draws Some Conclusions 


N the hustle that’s going on to 
produce new kinds of washers for 
after market, I hope the 
its thinking won’t be like 
Lincoln’s 


the war 
industry in 
ne of Abraham 





Civil war 
generals. In the excitement of a cam- 
paign this officer frantically tele- 
graphed the president, “My head- 


saddle.” 

To this Lincoln replied, “This is the 
first time I ever heard of a man’s head- 
uarters being where his hindquarters 


quarters are now in the 


uld be.’ 
have spent a lifetime in the washer 
business, and they say, hindsight is 


than foresight. So my two cents 


that while I think 
nodels will be the lifeblood of 
ide, the fellows who will make them 


throw away the experience of 


Started With Wood Tubs 


We started out in this business mak- 
wooden tub washers with oscillat- 
No kidding, they were 
really good washers, and we proved to 
Mrs. Doubting Thon 


ng peg dollys 


is that they would 


wash dirty clothes clean. That was 
the QED (show me) basis. I 


became of that large D. 


Thomas family 


ider what 


Those wooden tubs were pretty good 
You could bolt on the mechanism 
and had fine insulating 
qualities. However, they would dry 
ut and leak. : 
They 


direct, they 
Then we went to copper 

were tight and 

ked good, but had to be handled 
like eggshells. Once they got bumped 
) ped, 

Mrs. Chiseler was after a big discount, 
and Mr. Dealer had a headache. Then 
e all kinds of tubs, galvanized and 
dipped até e] 


water 


electroplated steel, 


drawn aluminum, drawn combinations, 
steel and copper and cast aluminum. 
They all had their points, including 
e bad ones. We learned some very 

swell music lessons, including the one 
Electrolysis wash water. Some 
very funny things happened—that is, 
t) ire funny now—at the time they 
a real pa , 

\\ ] ulor Ie | . imel. 

It didn’t come in its present form— 


tar trom it. The pi Art Peters, 
Silas Altorfer and Terry Craig didn’t 
put on any Houdini a 


neers, 


In the begin- 
ng, it was e like a Donnybrook 
11 


Fair—fights of all kinds. I wish I had 
the money that warped and chipped 
tubs cost. 

But porcelain enamel really won out. 
The scientific did stuff. 


dudes their 


They increased the ductility of iron 
about 500%. Tricks of heat-treating 


iron involving exact temperature cycles 
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hours are 
trade secrets they learned the hard 
way. Today they are using this knowl- 
edge to make steel shell cases for our 
Army, a welcome substitute for vital 
copper. The ceramic sharks did an 
equally impressive job. I don’t know 
where they found the glue that they 
mix with the porcelain to make it stick 
—but stick it does, even under abuse 
that makes me shudder. 


extending over scores of 


Automatic Cycle Washers 


Porcelain enamel for washers, in my 
pinion, is not likely to be discarded 
in the near future evolution. It has 
done a real job for the manufacturer, 
the dealer and the housewife. By the 
way, the housewife really likes porce 
lain enamel. It well and 
looks nice, so that’s the best reason. 

About 


mustn’t say “Automatic’”—I have seen 


cleans up 


iutomatic cycle washers 
statements to the effect that one washer 
out of three will be this type in the 
post-war market. I have no quarrel 
with automatics, but merely desire to 
point out that the big washer job is to 
wash dirty clothes clean, and I mean, 
factory, farmer and Tillie the Toile: 
clothes, 


My guess is that the most popular 
type of post war washer will be a com- 
plete laundry unit, that is, it will do 
the whole job of washing, rinsing and 
drying—but not necessarily in an auto- 
matic cycle. The automatic cycle 
washer has shown up the awkwardness 
in lost time and motion status of the 
conventional washer—two rinse tubs 
and the swinging wringer. I have 
never yet seen a good arrangement of 
this set-up—I’ll say it better—the ar- 
rangement is bad from every angle, 
including accident hazards. Do you 
remember when we bought automobiles 
less bumpers, lights, windshields, etc. ? 


Rinsing Improvements 


Another guess—the big improvement 
in domestic washers is going to be in 
rinsing. Frankly it is my opinion that 
“tattle-tale” gray of home washed 
clothes is due to faulty rinsing. Our 
conventional domestic washing system 
builds up insoluble metallic soap de- 
posits in the clothes. Sodium soap 
solutions have a natural affinity for 
calcium and iron and quickly form in- 
soluble metallic soaps. How to keep 
this insoluble material out of the 
clothes is the Number One post-war 





and 
the 


found throughout the industry. 








CHARLES K. WOODIN 


When he stepped out of the University of Illinois as an engineer, 
Charlie Woodin stepped into the burgeoning washer industry. As a 
man who could iron out production difficulties he soon found himself 
inventing, and from there proceeded to become a consulting engineer 

tent attorney. In 1924 Charlie had Gueder Paeschke & Frey draw 
rst one piece steel tub, and in 1929 got the Chicago Molded Prod- 
ucts Company to make a Bakelite agitator. 


His handiwork can be 
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development problem—in my opinion 

About washing methods—anything 
that will give you relative action be- 
tween water and clothes, while rear- 
ranging the clothes without balling 
them up, will do a washing. However, 
this is not as easy as it sounds. The 
dolly washer did a fine job generally, 
but was hard on clothes, and did not 
rearrange the clothes in the tub, with 
the result that the washing was spotty 
—some clothes washed better than 
others. 

Cylinder washers were pretty slow— 
cylinders too small for effective action. 
Oscillators did a swell job when the 
loading of clothes and water were right 
and the speed of oscillation correct. 
Similarly, vacuum cup machines were 
temperamental—with condi- 
tions, they were wonderful—a change 
in water level or clothes loading, not 
$o good. 

In my opinion, Howard Snyder's 
submerged agitator is the best domestic 
washing method discovered. Howard 
sat on a high stool and watched the 
domestic washing operations for hours 
every day—days on end, for months 
before he got this answer. No 
has yet come up with a better one. It 
does a good job under all conditions, 
and is not at all temperamental. Of 
course, when the surface of the agitator 
gets etched or roughened, it is hard on 
clothes, but surface protection or the 
Bakelite agitator is the answer to 
that. 





nroner 
proper 


one 


The Wringer'’s Contribution 


When it comes to washing principles, 
however, do not overlook the roller 
wringer. The fact is that the wringer 
has done fully as much to clean clothes 
as any of the mechanical manipula- 
tions. I think the wringer is due for 
a radical change in application to the 
washer of the future, which I visualize 
will be a complete laundry unit. How- 
ever, we will have wringer rolls, and 
my guess is, even more wringer rolls 
than in the past. 

Sure, we'll have new materials, in- 
cluding plastics, powdered metal ‘parts, 
new finishes, etc., all in due time, but 
that wonderful new dream washer, built 
of all new and strange materials, oper- 
ating on a new hocus-pocus princip'e, 
that’s the bunk. This washing 
chine business is not as easy as it may 
appear. That music lesson has c 
plenty of heavy money, and I supp 
the old Schoolmaster Experience 15 
now due for another pay-off. H 
ever, to paraphrase, “When bet:cr 
washers are built, they will have 
miliar name-plates.” 
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New roofs— 
and new sales peaks 


aa 





\ 


A visitor to a well known farming section reports that half the barns there have been recently 
lan re-roofed. Every one of those new roofs is public notice that rural America has extra income. 
- In the whole country it amounts to billions. A lot of that money is going into long-needed 
a repairs and a sweeping modernization of equipment and homes. Another large part is going 


into war bonds—ready and waiting for the day when it can be invested in electrical appli- 


ere ances that will slash farm production costs and lighten housework. 
id 
nge 
no To get your full share, prepare now to stock and feature to buy. The FARM JOURNAL is far and away America’s 
” the electrical appliances advertised inthe FARM JOURNAL. largest, most influential rural magazine. You'll find it the 
sti 2,700,000 rural families—many of them in your own surest guide to the thoughts and demands of the richest 
»~ area—are reading about those appliances and planning rural group within your reach. 
vars 
aths 
one 
It These are the products in your line Of the FIRST FOUR 
Of advertised in current issues of magazines of general interest, 
ator . . 
1 on the FARM JOURNAL. Display them. only ONE is rural 





ALCOA ALUMINUM F. E. MYERS EQUIPMENT 

ARMCO STEELS NORGE 

BOND FLASHLIGHT BATTERIES PARMAK ELECTRIC FENCER 
~ EVEREADY FLASHLIGHT BATTERIES PINCOR MOTORS 








nger FRIGIDAIRE REPUBLIC STEEL 

thes GENERAL ELECTRIC U. S. STEEL 

as JACUZZI WATER SYSTEM WESTINGHOUSE PRODUCTS 

, the KELVINATOR WINCHESTER FLASHLIGHT BATTERIES 

alize MONARCH RANGES ZENITH RADIOS 

low- 

and 

ai: Successful merchandising is based on facts. Write today and have us tell you the number of 
FARM JOURNAL readers in your own county. They may exceed the figures for either The 
atl 

t Saturday Evening Post, Life, or Collier’s, as they do in two out of every three counties in the 
a United States. 

pose 

ce 8 GRAHAM PATTERSON, Publisher Washington Square, PHILADELPHIA 

fo JOURNAL ieee 

o : AND Farmers Wife 
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Washington 


Simplifying 


the 


Water 
Co. found dealers were not 
interested so they carried 
through this appliance ex- 
change program on their own 


Power 
























‘Trading Post Ide 











HEN WW ish g \ € 

P wer ( npany ame I 

vine ecause of the ny 
pleas n « ers who could not 
obtain needed appliances, that some 
thing should | ne to bring idle ap 
pliances out of hiding, R. B. McElroy. 
general sale rer, studied the re 
ports centers where ex 
change | id been in eff He 
wante produce a AXimui i 
result ffort at 
expens¢ 

First Make Survey 
I f all a il 1 ey vas 
made of dealers art of th 
pany’ em t n whether or not 
they were interested in participating in 
such a prog 'wenty-five firms 
were ( lt h only one 
showed t ightest desire to under- 
tak ul e appliances. Most of 
them re | that they were tempo- 
rarily out of the electrical business and 
did not wish to be bothered with a 
prog h would take time and 
money to put over and whose only 
virtue from their standpoint would be 
to bi customers into the store, 
where, at the present time, they had 
very little to sell them. The one dealer 
who was interested thought that the 
handling of the appliances might serve 
to keep the public reminded that he 
was in the electrical business and would 
be of value when sales could once n 
be made 
Asa lt o survey, t ower 

company eter 1 to carry through 
the prog vn without in 
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‘luding dealers, using its branch offices 
n all divisions as Trading Post centers 
ugh which the appliances might be 


llected and sold 
Program Kept Simple 


The sec ynd 


keep the program as simple as possible 


consideration was to 
so that no great expense would be in- 
volved. To handle the various trans- 
actions through the company’s books 
would mean considerable expense of 
bookkeeping and auditing, with the 
possibility of misunderstandings and 
friction should the customer in any 
satished with results. As 
4 consequence, the operation of the 
rading posts was kept as a separate 
enterprise and money received was at 
no time entered on the utility’s books. 
This had several advantages, not 
least of them being the fact that the 
state sales tax department was willing 
to recognize that the various exchanges 
consummated did not constitute com- 
mercial sales and in consequence, that 
no sales tax or accounting was neces- 
sary. Inasmuch as the Washington 
sales tax is one of those complicated 
measures involving fractions of a cent 
occasion, this represents no mean 
saving of labor 
Moreover the appliances handled 
were confined to those table appliances 
upon which no ceiling price has been 
fixed, so that no federal supervision or 
accounting is required. The following 
equipment comprises the list which the 
company is willing to handle: 


case not De 


+ 


Electric hand iron, clocks, toasters, food 
mixers, pancake bakers, sandwich grills, 
sun lamps, percolators. 

Electric roasters, corn poppers, cookers, 
hot plates, coffee makers, waffle irons, 
curling irons, frying grills, fans. 


Used major appliances, such as 
ranges, water heaters, refrigerators, 
washers, and vacuum cleaners, though 
not accepted at the “Trading Posts”, 
may be listed by the customer together 
with quoted price, which information 
is passed on to those making inquiry 
for such equipment. To assist custom- 
ers in fixing prices which shall con- 
form to law, a schedule of ceiling prices 
is kept available at all Trading Posts. 
Radios and lighting equipment are not 
handled, 


Customers Fix Own Price 


Customers were notified of the offer 
by newspaper advertising, radio an- 
nouncement and direct mail. They are 
asked to bring in the appliances and 
to fix their own price for their resale. 
The only supervision by the attendant 
is to suggest possible fair values in case 
the owner asks for advice. In general 
it is assumed that used appliances are 
worth from 50 to 75 percent of their 
original price. Should the owner set 
a price far above the value of the 
appliance, he is told that of course he 
may set such a price if he desires, 
but that the appliance is not likely to 
sell at that figure. The “Trading 
Post” accepts no appliance for sale 
unless delivered and priced by the 
owner. If the appliance is not sold 
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within 60 days from the date of listing, 
the owner is notified to call and claim 
or to relist the appliance. 

To facilitate the keeping of records 
mimeographed sheets are available on 
which are listed all appliances as re- 
ceived, by make, model or year, price, 
owner’s name, address and phone num- 
ber. A numbered tag is filled out at 
the same time giving the same informa- 
tion, plus’ the serial number on the 
list. This tag the customer signs, thus 
authorizing the sale at the price named. 
A similarly numbered check is de- 
tached and given to the owner at the 
time the appliance is left which entitles 
him either to the return of the appli- 
ance or to the amount of money listed 
as the price asked. He is warned at 
the time that the money or appliance 
is delivered only upon receipt of this 
check. 


No Books Kept 


A second sheet in the log book is pro- 
vided with columns which call for the 
“call check” number, the cwner’s name, 
address and phone number, description 
of appliance, owner’s selling price and 
then space for the owner to sign his 
name, either under the column headed 
“Payment in full received” or “App! 
ance returned to owner, and the date 
The signing of this book closes the 
transaction. 


No books are kept at all in the sense 


that balances are drawn or records 

totaled. The money when received 

placed in an envelope, along with t! 
(Please turn to page 4 
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HE “Master Race’’ will soon be 

shouting this, just like they did the last 
time—but this time it’s going to be for 
keeps! Unconditional surrender may be 
just around the corner—it may be months 
away—but it’s bound to change your 
whole future. Are you ready for it? 


Are your plans all made to switch to the 
sale of new electrical equipment as soon 
as it’s available once more—or will you 
find yourself operating on a catch-as-catch- 
can basis? The immediate post-war period 
can mean big new profits—or a big loss of 
old customers. Now’s the time to avoid 
ng, the latter by finding out what your regular 
customers intend to buy first—the time to 
on Start shaping your post-war selling plans 
to your customers’ post-war buying plans. 


Premier has already plotted out its policy 
for post-war distribution—a policy that’s 
made-to-order for your needs. Premier’s 





“*Kamerad!’ 


DIVISION 


ELECTRIC VACUUM CLEANER COMPANY, INC. 
CLEVELAND 10, OHIO 


production standards will remain the same 
—the highest. But Premier distribution 
after the war will be through independent 
specialty appliance distributors to assure 
complete nationwide sales coverage—and 
to relieve customers of the huge and un- 
necessary expense of a factory-maintained 
retail organization. Premier’s division 
offices will be maintained to add distribu- 
tors in every way—particularly in carrying 
out post-war Service plans for dealers. 


That’s Premier’s long-run program—but 
a definite program has also been arranged 
for the immediate post-war days when 
the problem will be “too many customers 
and too few cleaners.” In those difficult 
days you may be sure that dealers, large 
and small, who have shared in the war- 
time job of keeping America’s appli- 
ances on active duty will get a full 
and fair share of all the cleaners 
Premier can produce. 









CE 












GUARANTEED 
FIED SERVICE 


For Vacuum Cleaners 
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of the interior of the 
Frigid Service Co.'s shop at Birming- 
ham, Ala. The firm handles two or 
three complete reconditioning jobs a 


A partial view 


week in addition to its general re- 
No other 
business is engaged in by the firm, 


frigerator repair service. 


although sales of new units may be 
undertaken after the war 


‘They 






COMPLETE 


overhaul service 
on household electric 


refrige 
ators with a 


years guarantee 


s a featured service offered by Frigid 


Service Company, Birmingham, Ala 
| quite akin to the service offered 
by the automobile dealer who will take 
your car and recondition it from stem 


to stern so it will run like new. 

[his concern is now handling two 
yr three such jobs a week in addition 
general refrigerator repair serv- 
e It also considerable 
compressors 


densing units for both 


t tc 


loes 


1 
snop 


werhauling of and cot 
commercial 
and domestic units and carries a good 
stock of compressor bodies for ex- 
change. 

The 1econditioning jobs are sold by 
servicemen in the field and only afte: 
they have 


examined the refrigerator 


and found such a service would be of 
he customer. The servicemen 
percent commission for 
Most overhauls are on 
models from 1928 through 1934. 

“As an 


we find a 


Vaiue fo tne t 


are paid a 5 


illustration let that 


box 


us say 
bad 
said Lewis Starnes who, with Sandy 
Nelson, are proprietors 


with a 


of the concert 


motor,” 


l recon liti ming this will run about 
Also the cc 
and the fee for an exchange on this is 
$30. This 


yndensers 


$20 ynpressor 1s noisy 


til) 7 } rece} . 
Still leaves the receivers 


ind ci which may be full of 
ld gas and oil and sludge. If the 
work done a little 
refrigerator breaks 
$80 and 


customer has this 


; 


at a time as the 


lown it may cost $75 to 
besides the without 


refrigeration two or three times during 


customer may be 


moe , 
ake tne re- 
He 

p LIA 


“In contrast we wi 
fix it u 
far as the working 
for an 


frigerator and new as 
parts are concerned 

$60. The 
done at one 
time, at one place, at one price and 
she gets a year’s guarantee on the 
whole job As a matter of fact she 


average price of 
work 


customer gets the 


re-Tree 


1 


should have ca 


operation for 


east for the dura 


Boxes Stripped 


In an overhaul job, the refrigerator 


Where 


least bit worn or defective 


is stripped down to the bottom 


i part is the 


is replaced, and this is deemed wise 


it 


because after all labor is the biggest 
cost in a reconditioning job. Parts 
replaced include such items as seals, 
suctions, valves, belts, brushes, floats 
and door gaskets. The unit is heated, 
evacuated, and given a new charge of 
oil and gas. The motor is sent to a 
motor shop which gives a guarantee 
with its reconditioning job. This con- 
cern does no cabinet refinishing and 
if the customer wants this done, it is 
turned over to others. Cabinet re- 
finishing operations are now handi- 
capped by the scarcity of good paint. 
This concern requires about a week 
for an overhaul job. This gives it time 
to run a test on the refrigerator to 
see that it has the proper operating 
pressure and freezing capacity. It is 
then returned to the customer who is 
given instructions on how to keep the 
motor oiled. Mr. Starnes said the 
concern does not have one callback in 
ten among refrigerators given the 
works in a complete overhaul job. 
Since the concern’s regular book- 
keeper is somewhere in the South Pa- 
cific, the concern now operates on a 
strictly cash basis, collecting when it 
delivers the job back to the customer. 
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(juarantee [heir Service 


Frigid Service Co. at Birmingham, Ala. gives a year's warranty on their refrig- 
erator reconditioning jobs as well as doing a big volume on minor repairs 


While featuring its major overhauls, 
the company handles a big volume oi! 
minor repairs on domestic refrigerators 
besides its shop work on units for com- 
mercial refrigerators. Domestic calls 
are grouped as far as feasible. The 
charge for this work is $2.00 per hour 
plus parts. The average job runs 
around $5 to $7.50. 


Only Refrigeration 


The Frigid Service Company han- 
dles nothing but refrigeration service. 
It has a large shop well equipped for 
rebuilding operations on various units 
Whether it will take on sales after the 
war or continue exclusively with ser\ 
ice remains to be decided. Suffice to 
say it has rendered a vital service 
during the war, when a reliable re- 
frigeration man was hard to find. The 
company has been called on for service 
not only by individual owners of 
mestic boxes, but also by real estate 
concerns, chain groceries, commis;a- 
ries and others which have much re- 
frigeration equipment to be maintained 
The service it rendered has been 
worthy of the hire. 
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PUBLISHED BY GENERAL ELECTRIC LAMP DEPARTMENT, NELA PARK, CLEVELAND, OHIO 









Don’t throw away 
your G-E Mazda 
lamp containers 


Many G-E lamp dealers have found that 
they can reuse the boxes in which G-E 
Mazda lamps are packed for other de- 
liveries. They’re just the right size for 
many purposes. Or they can be sold to 
someone who can reuse them. 


In most stores, every G-E Mazda lamp 
container can be reused at least once. In 
most cities there are dealers who will buy 
used containers for sale to others. 


Paper and packaging materials must be 
conserved. Why not save money and help 
conserve at the same time? 





DO YOU KNOW... 


How many G-E lamps on an M-J, tank? 
About the same number of lamps you'd 
find in the average small home— 27. 

How many lamps on a battleship? About 
30,000. 


70,000 Requests Drawn by 
G-E Hour of Charm Offer 


New proof of the tre- 
mendous pulling power of 
the G-E Hour of Charm 
came in a recent offer of 
a folder containing full 
color photographs of 
Evelyn and Vivien and 
photographs of all the 
other members of the All- 
Girl Orchestra. The offer was made on two 
successive broadcasts. 





EVELYN 


Requests started to pour in the day after 
the first offer and by now are close to the 
70,000 mark. Maybe you _ 
would like one yourself. 
Photographs of Evelyn 
and Vivien are 8 x 10 in- 
ches in full, natural color. 
Like a free copy? Send | 
your name and address to | 
General Electric, Nela 
Park, Cleveland 12, Ohio. . VIVIEN 








Hear the G-E radio programs: “The G-E All-Girl 
Orchestra,”” Sun., 10 p.m., EWT, NBC; “The World 
Today” news every weekday, 6:45 p.m., EWT, CBS. 
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THE G-E LAMP THAT TURNS SHELLS INSIDE OUT 


Another G-E “Lamps at War” 
Ad That Is Helping Maintain 
Public Recognition of the G-E 
Trademark .. . 










This ad appears in: 
COLLIER’S 
February 5th 
U.S. NEWS 
February 11th 
BUSINESS 

WEEK 
February 12th 
NEWSWEEK 
February 14th 





G-E REFLECTOR LAMP REFLECTING MIRROR 


Ordnance plants must inspect the inside of 
shells to make sure there’s no grease, dirt, 
or pitting that might cause duds or pre- 
mature explosions. To look inside a 75 mm. 
shell was difficult until G-E lighting en- 
gineers helped work out a faster way. A 
beam of light from a G-E reflector lamp is 
directed into the shell and reflected back so 
that the inspector sees the interior of the 
shell in the mirror. This is another in a 
series of G-E ads that is helping to build 
your future turnover of G-E Mazda lamps. 





HOUR OF CHARM 
SEEKS NEW RADIO VOICE 


Search for a new 
voice—the Undis- 


covered Voice of SURVEY SHOWS MANY STORES 
AEG RS ae EXPECT TO MODERNIZE 


nounced on the 
uate Oe See Have you made up your mind about 
te modernizing your store lighting after the 
program. Auditions 9 
gg yg war? A lot of stores have, according to a 
survey made by the Duquesne Light 
Company and reported in Electrical 


Plan now to relight your 
store after the war! 





coast to coast. Con- 





testants not only have a chance to appear 
on the Hour of Charm but also perhaps 
to become a regular featured soloist on 
the program. 


Thousands of inquiries have been received 
and -auditions are getting underway. 
Watch the radio columns of your local 
newspapers and the G-E Mazda Lamp 
News for further information. 


This response is another example of the 
popularity of the G-E Hour of Charm— 
the only nation-wide lighting program on 
the air, and a potent force in building 
public preference for G-E Mazda lamps. 


LET’S ALL BACK THE ATTACK=—BUY ANOTHER WAR BOND THIS MONTH! 


1944 





World. Interviews covered 45 business 
districts in western Pennsylvania. Here’s 
what store-owners and managers said 
about fluorescent: Will buy as soon as 
available, 44°,; Will buy sometime, 19%; 
Don’t know, 28%; Will not buy, 9°%. 
Right now you are faced with the need 
to conserve electricity and make the most 
of your present lighting. But what about 
after the war? What will your competi- 
tive situation be? Are you planning to 
use modern lighting to attract customers 
and help you sell your merchandise? Get 
competent advice now! 
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Look, Honey!—An 
automatic waffle 


iron! Let’s get it! 


Can we have the 
percolator, too? 


Pardon me! 
Do you have this 
clock in red? 


’ . How soon can you 
We've been wanting 
this fan since deliver an electric 


range? 
before Pearl Harbor. 
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a a 


FEBRUARY, 1944—ELECTRICAL MERCHANDISING 





- 


are 3 


pal fae at <*. 
Bia a te > 9 
Se ey 


hth, 


PE Pn ee te 





PROSPERITY LAST? 


When peace comes, an unprecedented wave of buying 
will lift the appliance business to a new demand peak. 


The buying public will have money to spend. And 
they’ll not only want to, but need to, spend it in a 
hurry on appliances, any kind at all, good, bad, or 
indifferent. They’ll buy rashly to replace worn-out 
appliances, unreplaceable for so long. 


For a time the enthusiastic buyers won’t care 
whether the articles they want have been made by 
General Electric or The Gimcrack Co. And naturally, 
your business will be affected . . . swamped momen- 
tarily by this wild wave of careless buyers. They’ll 
clamor for goods, regardless of quality. 


If they don’t care what they buy, then you, in 
desperation to satisfy their demands for merchandise, 
might decide that it didn’t really matter what caliber 
of goods you handle. 


That would be a grave error. It always is, when 
customers are sacrificed for sales. 


The man who wants to be in business a long time 
gives short shrift to inferior merchandise. 


He knows that while he may sell customers once 
on inferior merchandise, those customers will not 
return for a second disappointment. 


The lesson you can draw from this is a simple one. 
It never pays to buy or sell inferior goods. The best 
possible guarantee of continuing prosperity in the 
long run, in the years that will follow the postwar 
boom, is to decide that your business is going to win 
customers, not merely single sales . . . that you’re 
going to offer your customers only the caliber of 
goods that will make permanent friends. 


If that’s what you prefer to do, if you sincerely 
want a steady successful pull in the long haul ahead, 
perhaps the name of General Electric beside yours 
will help make your wave of prosperity Jast. 


General Electric Appliance and Merchandise Department, 
Bridgeport, Conn. 





GENERAL @ ELECTRIC 


Hear the General Electric radio programs: ‘“‘The G-E All-Girl Orchestra’”’ Sunday 10 P. M.— E.W.T. NBC 
“The World Today”’ news every weekday 6:45 P. M.—E. W. T. CBS 
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WILL YOUR WAVE OF POSTWAR 
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FOR WAR— many of the fine radios in 
bombers and fighters — and at ground 

communication posts — come from the 
i Arvin production lines of Noblitt-Sparks. 





¥ 


w 








| sg? 

| 7 FOR DEALERS—Arvin meant fast-sell- 
C ing radios before the war. In the last 
| peacetime year, more than 500,000 ra- 
, ’ ’ dios were built and sold by Noblitt-Sparks. 
| i i 

| 3a | 5 


@ With the building of thousands of fighting radios for our 
| | armed forces, Noblitt-Sparks has gained priceless experience 
| that will be reflected in better Arvin radios for you, when they 
can be produced again. You can be sure that the Arvins to 

come will be attractive, well-built sets—the kind that sell fast 
| | at low prices. You can expect them soon after civilian pro- 
| duction is possible. Arvin plans for the future will keep in 


step with your market trends and desires. And you can rely 











on Arvin for sound policies and helpful sales support. 


fe Wx ARVI A GOOD NAME TO KEEP IN 
a Aardman and woman MIND FOR POST-WAR PROFITS 
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HERE is no denying that tele- 

vision has been oversold to the 

public, and of late quite prudent 
authorities have been pointing out that 
the business of sending messages by air 
has jelled, that advertisers cannot be 
expected to support a struggling infant, 
that there aren’t enough channels any- 
way. 

Nevertheless the rustle of research 
that is going on back of the scenes 
indicates that television is far from 
being a dead duck. 

Put a Sherlock Holmes to looking 
for clues on the whyfore of all this 
interest in television and he will start 
by going straight to the source of 
power that is going to run the sets 
—the utilities. It is no secret that 
the utilities are going to emerge from 
the war with a lot of energy to sell 
that they once disposed of to war 
plants. The study that they are mak- 
ing is a good background to merchan- 
dising plans. 

One of the leaders in television think- 
ing is William S. Leffler, a celebrated 
engineer living at Noroton, Conn. As 
a counsellor to the utilities he is advis- 
ing serious consideration of its possi- 
bilities. 

Few in the television field think 
that it is going to come otherwise than 
gradually. Right after the war broad- 
cast stations in metropolitan areas may 
start sending programs good enough 
to pick up with indoor antennae. By 
three years after the war some 5 per- 
cent of the nation’s homes may have 
receivers. We may see 11 percent 
saturation within five years from the 
war’s ending, thanks to the fact that 
large groups of population live around 
metropolitan centers where broadcast- 
ing is feasible. 

Not generally appreciated is the fact 
that several cities already have sta- 
tions, and others will shortly follow: 


Los Angeles installed equipment in 1933. 
New York installed equipment in 1938. 
Philadelphia installed equipment in 1939. 
Chicago installed equipment in 1939. 
Albany installed equipment in 1940. 
Cincinnati installed equipment in 1940. 








It is the guess of some observers that 
the price of domestic television receiv- 
ers will not run over $200, including 
radio receiver. As FM comes in after 
the war, an allowance of $75 for a radio 
set and $125 for a television receiver 
makes the $200 figure sound like a 
good buy. 

The interest of the utilities lies in 
their desire to estimate just how much 
current television will consume. 

From this stems one of the shrewdest 
prognostications that this department 
has encountered in its prowl to seek 
facts: The utilities who will promote 
and benefit from television’s coming 
are those which are already promoting 
electric ranges. 

It all goes back to power factor. 
Power factor, the college professors 


The Utilities Interest in 








ie ie 


—a 


Radio's Little Sister Being Closely Studied 
by Power Men for After the War Possibilities. 


explain, is like the foam on a glass 
of beer. It doesn’t do you any good, 
but you can’t get your beer without 
it. Likewise the utilities have to put a 
lot more juice on the lines than is 
consumed—just in case a lot of cus- 
tomers should happen to switch on 
lights or start their appliances going 

A utility with a lot of electric ranges 
on its lines naturally has a higher 
power factor than one that pushes gas. 
It can take on television in its stride as 
it is generally believed that most of the 
receivers will be in use from 7 to 10 
p.m. or after the electric ranges have 
been switched off. 

A television set being a plug-in unit, 
it is something that utilities cannot 
control. The customers will lug them 
home and start them going. The ex- 
perts think that the sets will draw from 
250 to 450 watts, with 50 to 75 watts 
for radio. The non-experts who are 
familiar with home movies believe it 
will go higher, having observed that 
people like 500 to 750 watt lamps in 
their movie projectors, and think the 
desire for bright images will carry over 
into television (inasmuch as you don’t 
have to keep the room so dark). 

Now with a lot of television sets 
zooping on all at once evenings, on 
top of the lighting load, it is going 
to force the utilities to up their power 
factor. Obviously it is not going to be 
profitable to do this for such a short 
period. On the other hand utilities 
which already are prepared for the 
domestic cooking load are going to be 
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in a position to benefit by this extra 
revenue. Ergo, the utilities with ranges 
on their lines are the ones who will 
actively promote television. 

One thing remains to discuss: What 
ire people’s habits going to be in run- 
ning their television sets? A house- 
wife can crack eggs or mop the floor 
and still listen to her radio. With 
television she has to sit still and look. 
Obviously, television programs are go- 
ing to have peaks when the family 
has time to give them attention, and 
valleys when few sets are in use, 
depending on popular habit. 

Possibly the morning hour from 7 
to 8 will be a good one. The family 
will be sitting at breakfast and in a 
position to look at a screen. Stores 
like Marshall Field, Joseph Horne, 
Wanamaker’s will find this a fine time 
to run a musical clock and instead of 
music broadcast images of the mer- 
chandise they have for sale that week. 
A procession of shapely bathing suit 
models—photographed first on film, 
possibly—mink coats, silverware, liv- 
ing room skits will hold the attention. 

High point in the days doings from 
8 to 10 at night will consist of musical 
shows which lend themselves particu- 
larly to television. There is a likeli- 
hood that a lot of films will be broad- 
cast, and occasionally sporting events. 

It is probable that television will 
give the neighborhood theater the same 
kick in the pants that the movie gave 
to the legitimate theater. Time was 
when it cost $1 upward to see a show, 





and the movie with its two-bit admis- 
sion ended this. Television, providing 
entertainment for a few cents for the 
entire family is a great threat to the 
movie theater. This guarantees its 
success. 

Chances are that programs will be 
shot first on moving picture film and 
then broadcast. Movie studios know 
how quickly the eye becomes fatigued 
with one camera angle, which is the 
reason why the camera dances around. 
Direct television does not offer the 
opportunity for these many changes of 
light and perspective. The current in- 
terest in Hollywood in television illus- 
trates the fact that studios there are 
aware of the possibilities of another 
string to their bows. 

While newspaper proprietors have 
eyed narrowly the future of transmis- 
sion of a newspaper by air, it remained 
for General Electric in a demonstra- 
tion November 4, to show how the 
printed page might be televised. Stores, 
want ads, display, and comics from the 
Albany Times-Union were projected. 

Undoubtedly the vested interests that 
may be hurt—the newspapers and the 
movies—are not going to give three 
rousing cheers to encourage the growth 
of a business, such as television, which 
will compete with them. But because 
television holds the key to the cheapest 
form of visual entertainment, it is cer- 
tain to come. And it is no surprise 
to learn that utilities are doing some 
spadework with the idea of being 
ready when television gets going. 
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Here’s mighty good reading 
The story of our 1944 Advertising Investment 
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8 leading magazines 
Durit 
Picked to carry the 1944 Maytag advertising message ah 
to the public are eight of the country’s leading will 
magazines: Woman's Home Companion, McCall's, copy 
Life, Better Homes and Gardens, Household, oe } 
Country Gentleman, Successful Farming, © oie 


and Capper’s Farmer. These will reach the city, 
small town and rural markets from one end 
of the United States to the other. 
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i 
|for Maytag Dealers! 


+n your Future and Ours 














Clear around the moon 2'2 times! 


Of course you wouldn't do it, but if you 
laid all the nearly 80,000,000 
magazines end to end, they would go clear 


around the moon about 24 times. 





That statement will help you understand 
the extent of the advertising program 
Maytag is sponsoring during 1944— 
a program dedicated to the principle of 


making your post-war selling easier. 


2 times the population of the U.S. 


During 1944 the 8 Maytag magazines will circulate 





nearly 80,000,000 copies in which Maytag ads 
will appear. On the basis of 3 readers per 
copy (surveys say 4), the number of people who will For nearly a quarter of a century, Maytag has been 


see Maytag advertising represents a total nearly an outstanding leader of the washing machine industry— 


2 times the entire population of this country. which means, obviously, easier sales, more sales and 
greater profits for Maytag dealers. We intend to 
maintain Maytag leadership in the years to come, and 
this advertising campaign is one of the things that 


will help accomplish that result. 


THE MAYTAG COMPANY, NEWTON, IOWA 


WASHERS IRONERS 
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BEFORE 4 


ad 


This is the way the store used to look in the good old days when Don Stophlet Here's another shot of the former appliance store with Don Stophlet 
(rear) was writing articles on appliance merchandising for this magazine. on the left and Fred Hein, sales manager, second from the right. 


KEEPING GOING 


D. S. Stophlet of Moline, Ill. has turned his former appliance store 
AFTER & : ” 


into a gift and curio establishment—but they are still in business 


Mexican and Indian curios take up space formerly occupied by major appliances (above). display for a war bond drive. Center photo is that of First Lieut. Hallard D. Albertson, 
RIGHT—No appliances to put in the window so captured German and Jap weapons who was killed in Guadacanal. Front right is a Japanese officer's Samarui sword sent 
of war, together with pictures of Generals Eisenhower and MacArthur form an arresting home by Albertson just before he was killed in action. 


Fred Hein (right) veteran specialty appliance salesman, turns Miss Ruby Worrel (right) sales lady shows And here, left to right, are Don Stophlet, Fred Hein and 8 
his spiel to Mexican art objects. some Mexican and Indian curios. Hartman, looking pretty cheerful all things considered. 
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The largest city in the world! 


You may not recognize it, but this is a picture of New York City. It was taken at 
10 1st and Madison, back in the Gay Nineties. Those were the good old days— when 
you visited your friends by bicycle. Folks dropped in without warning, because 
telephones were still gadgets for eccentrics or the very wealthy. And you were 
entertained with a stereopticon, because the movies hadn’t yet been invented. This 
was the age in which Stromberg-Carlson came into being. Since that time, 
Stromberg-Carlson has accumulated a wide background of experience in all phases 
of the manufacture of radios, telephones and sound equipment. This is one of the 
major reasons why we have been able to say, for fifty years, that ‘“There is nothing 


finer than a Stromberg-Carlson!”’ 


STROMBERG-CARLSON 


ROCHESTER 3, NEW YORK 


"A ‘HALF-CENTURY OF FINE CRAFTSMANSHIP 
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OUR PLEDGE FOR TOMORROW TO 
STROMBERG -CARLSON DEALERS 


ONE: Soon after this war is won you will 
have a fine line of Stromberg-Carlson radios 
to sell...a line that will win customers and 
retain their good-will . .. a line that will offer 


value and fine performance ina range of prices 


TWO: The Stromberg-Carlson name in radio 
will be even more widely and more favorabl 


DLY 


known than ever before. 


THREE: The Stromberg-Carlson policy of 
distribution will permit every authorized 
dealer to have a real opportunity for profit 


on the Stromberg-Carlson line 





PLAN YOUR POSTWAR 
HOME APPLIANCE 
BUSINESS WITH.. 


Ct R2 


=-i—_ 


TIE YOUR POSTWAR PLANNING TO IEM.= THE TIME-TESTED LINE 
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Meaty Session of 


Washer Association 
Covers Post-War Planning 


Committee takes up every phase of after-war possibilities in its report. 


(See story page 47) 


Like Abou Ben Adam, whose name led all 

the rest, we lead off with a photograph of 

Roy A. Bradt, Maytag, chairman of the 
post-war planning committee. 


W. H. (Homer) Reeve of Easy, another member of the com- This was one of the few occasions on which members of a 
mittee, here regales Terry Craig of Mullins, with the intimate committee were openly congratulated. Seward Moynihan of 
details. Blackstone is giving B. J. Hank of Conlon a few kind words. 


According to P. E. (Edward) Geldhof of 

Nineteen Hundred Corporation, there are 

a lot of things coming around the moun- 

tain in the way of ways to test washer 
efficiency soon. 


C. V. (Verne) Calkins of Bendix brought Advertising and I, N. (Newt) Merritt, president of Meadows is shown here with 
Promotion Manager Walter Daily to meet the wild westerners. Harry Warren of Hotpoint, advertising generalissimo. 
Mr. Daily was formerly with G. E. in Cleveland. 


Ry» . A, oe 
. # . “3 ' Po 2 * os 
i | af 9 NSS Teta 
The threat of orders from Washington seeking to force manu- We have many pictures of J. C. Nelson, president of Easy. 
focturers to produce at cost was uttered by Earl R. Bridge of (center) in our files, but this is our first smiling one. Dave Hayes 


Norge. With him is H. H. Whittingham, Norge vice president of General Electric (right) is the lad who told the funny story. lon, who dug up everything except King 
in charge of engineering. L. C. Upton of 1900 Corp. (left) also enjoyed the joke. Tut's tomb in his search for data. 


4 


Vote for hardest worker on the committee 
would probably go to B. J. Hank of Con- 
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RIGHT 


Charles Kaufman teaches technique of 
electric iron “rejuvenation” to John Sex- 
ton, Leonard Greenberg and George 
Solar (left to right) at Commonwealth 
Edison Company's service and repair 
shop. Many dealers participating in the 
Chicago “swap” campaign are taking 
advantage of the utility's offer to help 
them train their repairmen 


BELOW 


Edward J. Doyle (left), president of 
Commonwealth Edison Company, which 
is providing the promotional effort for 
Chicago's “swap” campaign, trades an 
iron for war stamps with E. M. Ball 
manager of the utility's dealer coopera- 


tion department 








Arthur Gleasner of the Automatic Household Appliance Company, 3259 West North 
Avenue, Chicago, gives war stamps to Mrs. Irving Newmann, for an electric iron in 
typical swap” transaction 
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CHICAGO'S 


Swap Campaign 


N the first twelve weeks of Chicago’s 

city-wide appliance “swap” cam- 
paign, 11,086 electrical devices were 
turned in at participating stores, E. M. 
Ball, manager of Commonwealth Edi- 
son Co.’s dealer cooperation depart- 
ment, reports. The drive has gained 
momentum every day since its incep- 
tion on October 18 with the weekly 
“swap” totals mounting from 319 in 
the first week to 458 in the second, 514 
in the third, 725 in the fourth, 748 
in the fifth and so on. 

rhe objective of the campaign is to 
make available to war-busy families 
electric labor-saving appliances they 
are otherwise unable to obtain because 
9f manufacturing restrictions. Chi- 
cagoans are urged to comb their attics, 
closet shelves, basements and garages 
for out-of-service electrical devices— 
regardless of age or condition—and to 
exchange them for war stamps at the 
nearest participating dealer’s store. 
The appliances are then repaired and 
offered for resale. 

Heading the list of appliances un- 
earthed thus far in the drive are elec- 
tric irons with a total of 3,235 turned in 
to date. Miscellaneous rank second with 
2,388, toasters third with 1,027 and 
vacuum cleaners fourth with 735. Sub- 
stantial numbers of space heaters, fans, 
waffle irons, hot plates, coffee makers, 
boilers and washers have also been 
“swapped”. A total of 331 dealers are 
now enrolled in the activity. Results 
for first 12 weeks: 

Number of appliances “swapped” 2,764 
Number of participating dealers 331 


LIST OF "SWAP" APPLIANCES 


OS OE ere 3,235 
RN ii as. ste ied 1,027 
Vacuum cleaners ............ 735 
Miscellaneous ............... 2,388 
te 0's init 0:5. amie were 372 
Ree i is ce xk sini 439 
ET lg SO Mas bw Mb ag © + 64h 446 
NE os Sic isc tows ode 438 
NS ee: ee 269 
Ry oc, aw tadac hae 163 
ER Pog Gale 6 okie paras 152 
EP ee rr eee 144 
eI Bie eile is Se Bae ye 149 
Se de oe. ei eis datia Kees 207 
MONON 525 oes Ae 118 
SR SoGeeuk cons dba ess 194 
SE EE ae Ce ECT. 120 
NG ee ert oa Dee 412 
Sewing machines ........:..- 66 
EE Wie ccedeawes vaweeeste 16 
Wreeee Debbets: < .0 6 ek cay cis i 

GME pbwth-cassscedbe at ewan 11,086 


Advertising and other promotional 
support for the “swap” campaign 
supplied by Commonwealth Edison Co., 


but the utility’s own retail outlets are 


not engaged in the program. A 
convenience to customers, however, 
dealer directories are maintained at al! 
Commonwealth Edison stores and at 
the office of the dealer cooperation <e- 
partment. 

Many of the “swapped” appliances 
have been in such good condition 1 iey 
could be resold without repairs of «ny 
kind. Dealers report a quick turn ver 
on practically all items. 
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3,235 
1,027 
. This door is alw 
es is door is always open ... 
4a 
439 
446 : ' ; ae . 
438 , on the door to the Westinghouse Better Homes Department is always If you have any problems relating to the selection, installation, and use 
60 open to assist the building profession in the planning of postwar of home electrical equipment, write: Better Homes Department, Westing- 
163 housing. house Electric {9 Manufacturing Company, Pittsburgh 30, Pennsylvania. 
152 The Better Homes Advisory Staff is ready and eager to give authoritative 
144 technical advice on the proper applications of electricity in 194X homes. 
149 
oA SIX-POINT ADVISORY SERVICE s-reatian tetas aa aie 
118 The Better Homes Department offers a Six-Point Advisory Service on 
104 . o . serres . . 
aa the following subjects: The Better Homes Department is preparing a new and 
412 1. Selection of correct types of electrical equipment for various classes unusual book—“Electrical Living in 194X”—which explains 
a of postwar homes. the urgent need for better, wiring for better living in postwar 
16 2. Location and arrangement of fixed equipment, for conserving space homes. 
and attaining maximum efficiency in arrangement of work cycles. This new book will be very helpful to the building profession 
— 3. Accurate dimensions and clearances of equipment to insure proper and allied interests . . . in explaining to prospective home 
1,086 installation and efficient operation. owners the importance of better wiring in their 194X homes. 
tional 4. Access for servicing of equipment—so necessary for periodic inspec- “Electrical Living in 194X” will be made available to elec- 
tional sites aid ceibale. trical dealers, architects, engineers, contractors, builders, pub- 
n Co 5. Location of lighting outlets and controls, for greater enjoyment, com- lic utilities, electrical cea a building SAAN, and 
aps EMT GAR ot ety investment institutions. 
ts ar fort, and safety in the home. Watch ‘ : : 
A — . : . ° . ° . oO T Oo * 
da 6. Utility service connections—including location and size of electric atch for further annowncements regarding this colorful, 
7 oe ake ives easy-to-understand, 64 page book! 
wiring, water supply, and drainage. 
at a i‘ ’ 
nd at Westinghouse Better Homes Department welcomes the opportunity of 
yn dhe giving constructive assistance to those interested in postwar housing. 
. 5 Tune in John Charles Thomas, NBC, Sundays, 2:30 p.m., E.W.T. 
1 y 


=a ‘<4 


. Westinghouse 


PLANTS IN 25 CITIES OFFICES EVERYWHERE 
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“SUM regen 
ot Hecourdted Joe!" 


Working for today and planning for 
tomorrow, the Norge corps of independent 


distributors is still intact and looking forward to 


a great future with Norge! 


x * * * ON ACTIVE SERVICE * * * * 


To George Lehleitner, Walter Custis, P. F. Crenshaw, Jr., L. J. 
McAllister and B. H. Spinney, now in the service of our country, a 
salute from the Norge organization. To them and to the many other 
Norge men in the Services, good luck and an early homecoming. 


It is from these men and their dealers that Norge often 
receives suggestions and opinions concerning postwar 
household appliances and postwar markets. 


It is because of these men and their dealers that Norge 
began its postwar planning many months ago. 


It is with these men and their dealers that Norge looks for- 
ward to an unusually bright future. 


Success is assured. A postwar line of full-profit major 
appliances, all of them products of experience and all sell- 
ing under one brand name, will be backed by vigorous 
national and local advertising. 


Sales of the new line will be heightened by a wealth of 
practical, proved merchandising helps, gleaned through the 
activities of the Norge Jury of Marketing Opinion. 


The well-known Norge policy of “fair treatment for all” 
will continue in effect, keeping Norge dealers in a position 
so favorable that they will remain the envy of the entire 
home appliance field. 


NORGE DIVISION, BORG-WARNER CORPORATION, DETROIT 26, MICHIGAN 


NORGE 


A BORG-WARNER INDUSTRY 


Only prewar producer of a complete line of Rollator refrigerators, electric 
ranges, washers, gas ranges, home heaters, commercial refrigeration. 


WHEN IT’S OVER, SEE NORGE BEFORE YOU BUY! 
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P. F. Crenshaw, Jr. W. B. Seaton 
P. F. CRENSHAW, BENJ. T. CRUMP CO. 
R., CO. Inc. 
Memphis, Tenn, Richmond, Va. 











SR TSS | 
Dave Burke 
RADIO 


DISTRIBUTING CO. 

Detroit, Mich. 

Grand Rapids, 
Mich, 








J. H. Northey 
SOUTHE 


RN 
& PARTS CO. 
Charlotte, N. C. 





Geo. Buechel mA One Schnelle 
THE SUTCLIFFE CO., 
Inc. a 
Louisville, Ky. Texas 




















A. C. Reinhard 
REINHARD BROS. CO. 
INC. 
Minneapolis, Minn. 
Aberdeen, S. Dak. 
Fargo, N. Dak. 





WHOLESALERS, 
Washington, D. C. 


Dave Trilling 


TRILLING & 
MONTAGUE 
Philadelphia, Pa. 





J. M. Bloch 

THE GIBSON CO. 

Indianapolis, 
Ind. 







DISTR, 
Milwaukee, Wis. 


B. H. Spinney 
B. H. SPINNEY CO. 
Springfield, Mass. 
Albany, N. Y. 
Syracuse, N. Y. 





E. G. Turner 
TURNER DEPT. 
STORE CO. 
Springfield, Mo. 














Ludwig Hommel 
HOMMEL 


Salt Lake City, 
Utah 


F. L. Wallace 
SUMMERS HDWE. 
& SUPPLY CO. 
Johnson City, 
Tenn. 


C. B. Warren 
WARREN-CONNOLLY 
CO, INC. 


‘ New York, N.Y. 


The American People are 


In 


OME nations have a genius 

for politics, some for ex- 

ploration, some for coloniza- 
tion, some for music or art. 


But the native genius of the 
American people is most at 
home and fruitful in business — 
in making and selling more 
and better things for more 
people. 


This has been true from the 
days when tobacco was money, 
when frontiersmen swapped 
with the Indians, when clippers 
cruised the China seas, when 
freighters sweated overland to 
Santa Fe. 


George Washington exported produce to 
Europe. Franklin fooled with lightning 
and designed a stove. Jefferson invented 
gadgets. Lincoln clerked in a store. 


There are folks who twitch a nostril at 
those who are “in trade,” but they are not 
the ones who clear settlements, put down 
foundations, devise transportation, pro- 
vide jobs, produce an ever-rising stand- 
ard of living for the people. 


The folks in business do that — the folks 
competent in business — for whether their 
business is a one-man affair or a vast 
organization, if it is not competently run 
there will be no funds for pay rolls, for 
tools and materials, for community devel- 


HEARST 





“ Abraham Lincoln’ by Blendon Campbell 


Business to 





opment, for government costs. 


Yes, lucky for us all that business is bred 
in the bone of the American people, for 
without the overwhelming productivity 
of American business and industry the 
United Nations would lack the means to 
win the war. 


Lucky for us all, in days to come also, for 
the needs and opportunities of the post- 
war world here and abroad, not to men- 
tion our swollen debt and taxation bur- 
dens, will require that American business 
be productive as never before. 


Confident of the rich and matchless fu- 
ture destined for America and its people, 


SSS 


© House of Art, N. Y. 


stay 


Hearst Newspapers are proud 
to serve on the side of business, 
knowing that the American 
people are in business to stay. 


In more than a dozen of the 
great key cities of our nation, 
the nearly 5,000,000 families 
that Hearst Newspapers reach 
appreciate this as they appreci- 
ate other Hearst services, and so 
hold our papers in special re- 
gard. That is why: 


If it is on-the-minute, accurate 
news they want, they look to 
Hearst Newspapers first. 


If it is authentic interpretation of events 
or trustworthy editorial counsel they 
want, they look to Hearst Newspapers 
first. 


If it is features, newspictures, cartoons, 
columnists’ comment, society, sports or 
business news they want, they look to 


. Hearst Newspapers first. 


There is a lesson here which no sensible 
advertiser with an eye on the future will 
ignore. 


It is simply that in planning marketing 
programs to reach these people, he should 
look to Hearst Newspapers first, as do 
they. 


NEWSPAPERS 


Serving the American People—their Freedom, Security and Progress—by providing them trustworthy News, Comment, Counsel, Entertainment, and Advertising. 
NEW YORK JOURNAL-AMERICAN LOS ANGELES EXAMINER 


Evening and Sunday 
NEW YORK MIRROR 


Morning and Sunday Evening BOSTON ADVERTISER 
CHICAGO HERALD-AMERICAN BALTIMORE NEWS-POST Sunday 

Evening and Sunday Evening 
DETROIT TIMES BALTIMORE AMERICAN PITTSBURGH SUN-TELEGRAPH 


Evening and Sunday Sunday 
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Morning and Sunday 
LOS ANGELES HERALD-EXPRESS 


BOSTON RECORD AND AMERICAN SAN FRANCISCO CALL-BULLETIN OAKLAND POST-ENQUIRERP 
Morning and Evening Evening 

SAN FRANCISCO EXAMINER 
Morning and Sunday 


MILWAUKEE SENTINEL 


Evening 


SAN ANTONIO LIGHT 
Evening and Sunday 


Morning and Sunday 


Evening and Sunday 


SEATTLE POST-INTELLIGENCER ALBANY TIMES-UNION 
Morning and Sunday 


Morning and Sunday 
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LAM MUNI V RE vw his Aloha Islanders! 


Now on Sonora 
records 


ALWAYS TOP SELLERS among Records, 
Hawaiian melodies are today more in demand 
than ever. 

And among interpreters of these unforget- 
able melodies, Hawaiian-born Lani McIntyre 
holds undisputed sway as the King of them 
all. His name is magic with millions who have 
seen and heard him in person—over the air— 
and in the movies. 

Now in SONORA'’S Series E—"' Melodies 
That Will Live Forever’’—in inspired bell-like 
brilliancy, SONORA Records capture and recreate 
all the authentic and romantic harmony of 
these perpetual favorites. 

This sensational Album of Hawaiian melodies 
is but one of a complete group of Albums 
recently recorded by SONORA. They include a 
range expertly selected for their day-in, day-out 
popularity with all types of Record buyers. These 
will soon be available through your SONORA 
Record jobber. Ask him for the complete list. 

And remember, SONORA Records are nation- 
ally advertised in America’s most important 
national magazines. 


SONORA RADIO & TELEVISION CORP. 
325 N. Hoyne Avenue + Chicago 12, Illinois 
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Even in wartime ... with “nothing 


to sell’... PROCTOR “KES MEAG... 











s 7/00 


USED APPLIANCES RECEIVED 
BY PITTSBURGH DEALERS 
FOR REPAIR AND RE-SALE! 


Proctor originated the “SWAP PLAN” to help 
appliance dealers make friends, increase store 
traffic—AND to help the war effort, too! Dealers 
swap war stamps for appliances discarded or not 
needed in thousands of homes. Reconditioned, 
these appliances are promply sold to people 
who need them! 

Proof that the Swap Plan does work: in Pitts- 


burgh, in the first few months, 7,100 appliances 
were turned in. 


COMING, AFTER VICTORY... <E : 


; 
merchandising ideas to help you sell 
the new and finer Proctor Never-Lift 
Iron and Dual-Automatic Toaster. 


PROCTOR 


NEWSMAKER 





IN APPLIANCE MERCHANDISING 


PROCTOR ELECTRIC COMPANY—DIVISION, PROCTOR & SCHWARTZ, INC. 
PHILADELPHIA 40, PENNSYLVANIA. 
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Ralph Kessell 


Dexter Man Invents 
1'/4 HP. Tractor 


ERVICE departments are incu- 
bators of genius these days and 
the Dexter Company shop at Fairfield, 
Iowa, is no exception. Ralph Kessel 
had three Victory gardens to cultivate 
last summer (5 lots) and his back 
was weak. Whereupon he took home a 
second hand Briggs & Stratton gaso- 
line washer motor, constructed a 
mount out of some old wheels, set the 
engine upon it and, lo! he had a tractor. 
The greatest trick he explains was to 
invent a clutch to make it proceed or 
stop. His gardening gadget worked so 
well that he rigged it up with a clipper 
to cut grass. Everyone who saw him 
in operation wanted one, and he thinks 
there is a market for these things 
after the war. Right now a neighbor 
is having him rig up another washer 
motor to operate a corn sheller. 


Plan Novel Used 
Appliance Campaign 


ELIEVING that the monetary 
B return to owners of used appli- 
ances is not sufficient inducement to 
cause them to bring in their old equip- 
ment for sale or exchange, the elec- 
trical dealers of San Diego are trying 
another type of appeal to uncover these 
much needed articles. They are asking 
the owners to give their appliances to 
the Goodwill Industries of San Diego, 
which organization has undertaken to 
put them into good workable condition 
and to see that they get into the hands 
most needed, any profits in the trans- 
action going to the charitable work 
which the Industries sponsor. 

The San Diego Bureau of Radio 
and Electrical Appliances is preparing 
bus and street car posters and window 
and counter cards for dealers and will 
send out spot announcements over three 
local radio stations, urging citizens to 
bring in old appliances to their elec- 
trical dealer, who will give a receipt 
for the article at the same time attach- 





ing a tag bearing the owner’s name and 


FEBRUARY, 





and his cultivator 


address. On call, the Goodwill Indus- 
tries will pick up the accumulated 
items and when received and classified 
for rehabilitation, they will send a 
Thank You card to the donor. 

Under this plan the dealer undertakes 
no obligation for putting the appliance 
in repair, but reaps the goodwill of all 
concerned, without putting an extra 
strain on his already overtaxed serv- 
ice facilities. It is not expected that 
either washers or refrigerators will be 
contributed, but it is hoped that many 
small appliances will be donated to meet 
the critical need of war workers and 
others in the San Diego area. The 
program starts on November 22nd and 
will continue at least through Novem- 
ber and December. 


Radio Recordings on 
Wire Hold Promise 


IXTY-SIX minutes of continuous 

speech can be recorded on 11,500 
it. of hairlike steel wire on a spool 
no longer than the ordinary doughnut 
under findings worked out and being 
licensed by Armour Research Founda- 
tion, in Chicago. One of the licensees 
is General Electric Co. 

The recorder itself is contained in a 
small box weighing about 9 pounds. 
Most important use is in airplanes 
where details of an entire flight can be 
recorded. Apparently there is no wear 
out to the wire. Fully 100,000 repro- 
ductions have failed to alter the quality 
in any respect and when there is no 
longer any use for the recording the 
entire speech can be wiped off mag- 
netically and the wire is as good as 
new for future recordiffgs. 

As early as 1898 Valdimar Poulson, 
a Dane, introduced magnetic steel 
wires to record high speed arc radio 
signals. Suitable amplifiers were lack- 
ing at the time and the quality w 
poor. 

Recently the flight talk of a Flyi: 
Fortress crew, giving all the convers:- 
tion of the men inside the airplane °s 
well as the sounds of battle were 
brought back as an oral record of t'e 
66-minute flight. 
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@ Plan and plant properly now, and 
the field of profit possibilities will 
bring you a rich harvest in the post- 
war period. 





The demand for durable goods 
will be tremendous in peace-time, 
and stokers are among the things 
people will be clamoring for. front wnartee any 


war production 


Investigate today the advantages 
of handling Link-Belt Automatic nance 
Coal Stokers — designed, built and see 
backed by a company that has had — in —— 
68 years’ experience in engineering ? 
and manufacturing. 


The Link-Belt line is complete— 
thousands of these stokers are operat- 
ing successfully. Reputation, quality 
and low-cost performance combine 
to put great value into every Link- 
Belt franchise. Write us at once, and 
let us discuss our profit-building plan 
with you. 
“Challenger” Bituminous Hopper Model 
illustrated. Also furnished in Anthracite 
model, and Bin-Fed—both Anthracite 


and Bituminous. Commercial and 
Industrial models up to 300 B.H.P. 


N\ UE, wv 
Nth ae) Galo de) \ Ge hel 42-5 LINK-BELT COMPANY Ay 
N TW, . Plant and Sales Headquarters, 2410 West 18th St., Chicago 8, Illinois 
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HELPS BRING YOUR PROSPECTS 
AND YOU TOGETHER. 


Today, more than ever, people look in 
the Classified Section of the Telephone 
Directory for information on where to have 
their toasters, irons, cleaners, percolators 
and other home appliances repaired. 
With appliances needing repair to make 
them last, the Classified offers you an 
opportunity to get more of this business. 
By advertising under various classifica. 


tions in your telephone directory, you can 
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tell people of your community about the 
different services you render, the makes 
of appliances you handle, hours open, ete. 
Then you put them on the track right to 
your door. 


Call the telephone company business 
office now. Ask for a Directory Represen- 
tative, who will give you tested 
ideas on advertising copy that 


gets more results. 
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Trading Post Idea 





CONTINUED FROM PAGE 22? soem. 


tag, bearing the owner’s signature. 
This is sealed and marked with the 
owner’s name for delivery when called 
for. The owner is then notified tha 
the article has been sold and that the 
money is available upon demand. Sales 
are made only for cash—no charges 
no terms, no checks. The new owner, 
of course, must carry his appliance 
home with him. All appliances when 
received must be in working condition. 
A small tag attached to all appliances 
bears the following: “IMPORTANT 
NOTICE: This appliance not guar- 
anteed either electrically or mechanic- 
ally. Reddy Kilowatt Trading Post.” 
In every case the seller is urged to 
convert his receipts into War Stamps. 


Answers Inquiries 


Naturally enough, branch offices and 
division headquarters are reluctant to 
take on any program which is likely 
to call for an additional burden on their 
staff, already reduced to a minimum. 
In order to obtain their enthusiastic 
report, it was only necessary to remind 
them of the time hitherto spent in 
explaining the situation to customers 
in urgent need of one or more appli- 
ances. The Trading Post takes care 
of all such inquiries—and furthermore 
in many cases actually provides the 
customer with the desired equipment. 
No regular sales reports are asked for, 
but it is understood that from time to 
time general progress reports may be 
called for to see how the plan is work- 
ing out. 

The program was planned to take ad- 
vantage of the Christmas desire for 
appliances as gifts, the Trading Posts 
all over the system opening on Decem- 
ber 6, 1943. In order to have some 
appliances on hand for the initial day, 
employees were circularized during 
November and urged to bring in any 
idle equipment of their own for sale 
and to pass the word along to their 
neighbors. 

Each office solved its own problem 
as to the location of the Post. In the 
head office at Spokane, one of the 
model kitchens which is located on the 
main sales floor has been converted 
into a Trading Post, by a front which 
simulates a log cabin, with a swinging 
gate in rustic style. An attendant here 
is ready to take in appliances or to dis- 
play those left for sale. 


No Handling Charge 


In no case is any charge made for 
handling the sale. The customer thus 
gets a better return for his equipme: 
than would be possible were the trans- 
action to be handled by a dealer w! 
might pay for the appliance and later 
repair it and make a profit on tlie 
sale. The company, on the other han, 
is put to very little expense in har- 
dling the program and at the same tine 
has the satisfaction of putting ic* 
equipment to use, while it helps mc t 
the urgent need of war workers des 
ing electrical appliances. 


o 


¥) 





"4 


It i 
a ne 


the 


ELE 


Results of FRIGIDAIRE 
GOOD-WILL BUILDING PROGRAM 


foreshadow bigger things to come 


4 * THE STORY of a Wartime Plan which we sincerely believe is helping both the 























~~ + . 7 . e . 
T Public and the Frigidaire Dealer Organization. 
r- 
C- 
to 
Ss. 
OUR OBJECTIVES THE PROGRAM 
- 1. To cooperate with important Government programs. ve Consistent advertising in leading women’s magazines. 
to occa Bs , =e 
lv 2. To provide a real and needed service, not only to the 2. Activities eee materials and other help to home 
sir millions of Frigidaire users, but also to the users of all economists and others for classes and study groups. 
- other refrigerators. 3. A simple, practical handbook on the use and care of 
: - or i a refrigerator, entitled “Wartime Suggestions.” 
nd 3. To help keep the name Frigidaire before the public in ” 58 
in ° ° ‘ 
1's a way that would be favorably remembered. 4. A motion picture for group use entitled “How to Get 
li- ; oe ' ; , the Most out of Your Refrigerator.” 
re 4. To help Frigidaire Dealers build good will and main- 
yre tain their identity with the Frigidaire business. 5. Effective dealer helps and campaign information. 
he 
nt. 
or, 
to 
be 
rk- ; 
WHAT DEALERS DID THE RESULTS 
ad 
for Frigidaire Dealers built good will by — @ Over 245 million advertising messages attracting an un- 
hi —_ eh : ; i usually high percentage of women readers, have helped 
nt @ Giving Wartime Suggestions booklets to store visitors; keep the public reminded of Frigidaire Products and 
me +1: ° ; servi . ; 
won mailing them to customers; leaving them on service calls. Frigidaire Dealers. 
ing . . a —— : . : m 
- @ Arranging with thousands of Teachers, Red Cross, @ More than 634 million “Wartime Suggestions” booklets 
sale Group Leaders, County Agents, and many others to use required to meet requests — more than 534 million of 
ei the General Motors motion picture, and distribute books these distributed through Frigidaire Dealers. 
to these groups. 
lem @ 625,000 booklets and 250,000 reprints of advertisements 
the @ Tying in the program with War Bond, Cooking School requested by Home Economists and group leaders. 
une and similar activities in their stores. 
the @ The free Motion Picture “How to Get the Most out of 
rted @ Distributing books through Boy and Girl Scouts, Ration Your Refrigerator” has been seen by thousands. 
— Boards, Groceries and in many other ways. 
ing ® Hundreds of expressions of interest and appreciation 
a @ Featuring Frigidaire’s helpful messages and booklets have been received from Government agencies, Educators, 
in attention-getting displays, and in their newspaper, Home Economists, Group Leaders, Dealers and the public. 
radio and direct mail advertising. 














tor For Excellence 
£ jz FRIGIDAIRE _ 


nent GENERAL MOTORS SYMPHONY 
_ Watch for apn, oil Division of 


OF THE AIR 

wild ’ , Every Sunday Afternoon, NBC Network 
“| aaa R 

oa nnouncement: parades tinal diamdiicemeined - 
and, ; AS eke ; Peacetime Builders of 

han It is on this foundation that Frigidaire has built ELECTRIC REFRIGERATORS + RANGES + WATER HEATERS LET’S ALL 

as a new and enlarged program for 1944. Watch for HOME FREEZERS - ICE CREAM CABINETS BACK THE ATTACK! 

sdle 

a? the announcement! COMMERCIAL REFRIGERATION + AIR CONDITIONERS : ee eee 
esi’- BEVERAGE, MILK, AND WATER COOLERS * 
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’ Sentinel 


7, THe effectiveness of modern radio communications is T 
playing a prominent part in winning the war for the United Nations. 






And Sentinel Radio is proud to be playing an effective part in it. at ti 

, Four Sentinel plants are producing vital wartime equipment to cate 
Luaiity help the quick conversion of battle strategy into victorious action. 
Radio Scuce After the war Sentinel, conditioned by wartime experiences, hers 
7920 will produce radio and electronic equipment to convert sales pha: 
strategy into actual sales for Sentinel dealers. P 

SENTINEL RADIO CORPORATION sale 

2020 RIDGE AVENUE, EVANSTON, ILL. 
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People, Products, Plans 


February, 1944 





EEl Commercial 
Meeting April 3-5 


April 3 to 5 are the days set for 
the 11th Annual Commercial Meetings 
of Edison Electric Institute, accord- 
ing to an announcement by C. E. 
Greenwood, commercial director. 
They are to be held, as usual, at the 
Edgewater Beach Hotel, Chicago. 

On Monday, April 3, special con- 
ferences are planned on farm electrifi- 
cation, home service and industrial 
power applications. Recognition will 
be given to the 10th Anniversary of 
the Better Light—Better Sight Bureau 
and its contributions, along educational 
lines, to the electric industry and to 
the public. 

At the formal speaking sessions on 
April 4 and 5, leading questions on 
electrical development in the postwar 
period will be discussed by authorita- 
tive speakers. 

All sessions will be open to members 
of the entire electrical industry con- 
cerned with the future loadbuilding 
problems of the electric utility com- 
panies. 


NEWA to Hold 


Chicago Conference 


The Second War Conference of the 
National Electrical Wholesalers Asso- 
ciation will be held at the Stevens 
Hotel, Chicago, April 19th through 
22nd, it is announced by Charles G. 
Pyle, managing director of the asso- 
ciation. This will be the NEWA’s 
36th annual meeting. 

The present status of government 
regulations and orders affecting elec- 
trical wholesaling will be considered 
at the War Conference, Mr. Pyle indi- 
cated, as well as probable changes in 
prospect. The conference also will in- 
clude a complete review of the mem- 
bership’s participation in the many 
phases of the war program served by 
their numerous houses. 

Post-war plans for electrical whole- 
salers and appliance distributors will 
be featured in a report of the Post-War 
Planning Committee headed by Her- 
bert Metz, general lamp and lighting 
sales manager of Graybar Electric Co., 
Inc., New York. The committee has 
conducted several outstanding forum 
meetings since its appointment at Buf- 
falo last May. 


Limited Number of Washers 
Likely in 1944, Association Told 


(For Pictures at Meeting See Page 35) 


That the need for washers was 
driving home its point and driving it 
home hard with the War Production 
Board, members of the American 
Washer and Ironer Association were 
told at their January 19 meeting in 
Chicago. 

Roy A. Bradt, of Maytag, chairman 
of the post-war planning committee 
related that the Office of Civilian Re- 
quirements in a sample of what 
bothered people most found that 17 
out of 1,000 persons needed irons, 15 
out of a thousand washers. A check 
on unsuccessful attempts to buy wash- 
ers, and a list of most needed major 
appliances revealed the same situa- 
tion. Forty-nine out of 1,000 needed 
washers most. 

This is part of the $22.5 billion de- 
ferred buying power described by the 
Nationgl Association of Manufactur- 
ers. Mr. Bradt said that 3,600,000 
washers could be absorbed annually. 
However, he pointed out, free enter- 
prise is not likely for some time after 
the war ends. 


Contract Termination 


The important thing before manu- 
facturers right now is a consideration 
of contract termination. U. S. govern- 
ment should define cost, inventory, and 
when washer manufacturers will get 
paid. This is essential, said Mr. Bradt, 
to sliding smoothly into re-manufac- 
ture. In view of the possibilities abroad 
he recommended that the washer asso- 
ciation appoint a committee to study 
export markets. 

The approach of the Washington 
bureaucracy to Fascistic methods was 
described by Earl Bridge of the Norge 
Division of Borg-Warner. He related 
that Fred M. Vinson had released an 
order in Washington declaring that a 
manufacturer can be ordered to sell 
goods at cost. He can be ordered to 
reduce the price. Vinson, he said, was 
referring to civilian goods in this let- 
ter of November 16, 1943 which he 
wrote to Donald M. Nelson and Ches- 
ter Bowles. Vinson suggested that 
manufacturers could be made to pro- 
duce at no profit by having the WPB 
cut his facilities and materials if he did 
not. Such orders belong under a fascist 
regime, said Mr. Bridge. 
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Following up Roy Bradt, B. J. Hank 
of Conlon talked on sales estimation 
after the war. Homer Reeve of Easy 
discussed informative labeling and 
I. N. Merritt of Meadows discussed 
advertising and publicity. P. E. Geld- 
hof discussed standards in materials. 


Mr. Hank Sums Up 


W. R. Dabney of Ironrite has been 
studying rural electrification, Mr. 
Hank said, F. W. McGrath, post-war 
building, Leon Ryder of Barlow & 
Seelig, population shifts, Harry War- 
ren of Hotpoint, replacement sales. 





WAR BOND BOMBER—Robert P. Bur- 
rows, General Electric executive for G-E 
Lamp Dept. at Nela Park headquarters, 
presents plaque to Col, R. E. Culbertson, 
commanding officer of the B-24 heavy 
bomber "Spirit of Light" which was pur- 
chased by half-million dollars in war 
bonds bought by Lamp Dept. employees. 


“The U. S. policy toward labor, so- 
cialism, etc. will determine the future 
course of the national income and 
therefore sales,” Mr. Hank pointed 
out in summing up his activities. “The 
backlog of demand should be dis- 
counted in our plans. We must expect 
the laundry people to take advantage 
of the reconversion period. We must 
expect rural electrification to open up 
a new market for washers and ironers. 
We must realize that the South and 
West is maturing. These areas got 13 
percent of the nation’s war business 
and many people will stay there. We 
must realize after the war that the 
population will decentralize. In the 
building field we can expect 900,000 
residential units annually. We can look 
forward for sales to the replacement 
market, new homes, to farms and the 
unsaturated market already existing. 
There is a possibility of 2,400,000 
washers a year in possible sales. With 
ironers, the first postwar year may see 
sales of 300,000 and 400,000 a year in 
the following years, for at least a five- 
year period to the peak. 

Recommended for future statistical 
reports by the association were the 
sales being made by furniture stores, 
department stores, utilities and dealers, 
all by states. It was recommended 
that export sales by countries be made 
available statistically monthly. 

A report was made on informative 
labeling by Homer Reeve, who has 
been assisted by Barney Finn, Seward 
Moynihan and Ed Voss. 

Talking on advertising, I. N. Mer- 
ritt of Meadows urged education of 
teen-age children. “We want to get 
washers in the schools,” he said. “The 
industry needs a textbook for them to 
follow. The industry also needs pub- 
licity to attract salesmen to its field 
after the war. We should start edu- 
cating stores on the idea of showing 
a wash room. This thought of devot- 
ing definite space to the laundry, 
preferably above ground, is important. 
With department stores selling eight 
$5,000 prefabricated homes daily, it is 
evident that they can play a part in 
effecting family thinking.” 


Organizing the Laundry 


Earl Bridge, who had made a 
postwar study on the home and laun- 
dry, assisted by L. L. Shawhber of 
Westinghouse, said that the laundry 
can be as well organized as the 
kitchen. A laundry center should have 
one space for sorting, another for 

(Continued on page 50) 
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The 1944 Series of 


CONSERVICE TRAINING SCHOOLS 


is all set to get under way 


It’s the help you’ve been looking for! A 
complete, new service training program— 
geared to *44—and aimed right at your 
biggest problem—maintaining quality 
service despite man power shortages 

New schools on refrigerators, ranges and 
laundry equipment have been prepared. 
Advanced material has been included to 
train your men in servicing these appliances 
quickly, efficiently. 

Added is a new school on heating ap- 


pliances, fans and vacuum cleaners. We’ve 
made new films; printed new Conservice 
Guides; developed new demonstration ma- 
terial. And we’ve streamlined the entire 
course to 16 hours. 

It’s brass-tacks training; designed to pro- 
vide your men with the answers to problems 
they encounter every day. Be sure your 
service people attend. Ask your Westing- 
house distributor the dates he’ll hold the 
schools in your locality. 


LOOK AT THE NEW FEATURES WE’VE ADDED TO THIS YEAR’S SCHOOLS! 


[ieteiebelekekabeledselekel (1 














{- 











{= == ~-ee~ se eeen 































DRAMATIC DEMONSTRATION BOARDS. 
Full-scale, operating models of the me- 
chanical parts of Westinghouse major 
appliances— refrigerators, ranges, laun- 
dry equipment. You can see them work, 
watch what happens when trouble 
occurs, Jearn where and how to fix it. 





CONSERVICE MAINTENANCE GUIDES FREE. 
Last year’s famous how-to-fix-it books 
plus three new ones. Newcomers will 
get the entire set free (value $7.50). 
Those who attended last year will be 
given the new books. Every service- 
man should have the complete set. 
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NEW SOUND-SLIDE FILMS. Detailed de- 
scriptions of how Westinghouse appli- 
ances work, how to maintain them. 
Plus a new film describing the im- 
portance of the serviceman, how to con- 
duct himself, justify service charges, etc. 
Ideal for both new and experienced help! 



































88 PAGE BOOK - SEND COUPON FOR YOUR COPY! 


BIG PROFITS IN POST-WAR VENTILATION 


Looking for post-war selling opportuni- 
ties? Want a line you can “go to town” 
with immediately after hostilities cease 
... Without waiting for plant conversion? 
Then don’t miss this offer—send coupon 
right now for your free copy of this 
big (88-page) new, conveniently indexed 
“ILG-Book!” Take a peek at the tremen- 
dous potential market that lies round 
the corner from your store ...in homes, 
stores, plants, etc. Regularly priced at 
$1.00, but sent free to established dealers, 
a copy of the new “ILG-Book” is yours 









PAGE 50 


by clipping coupon below to your regu- 
lar letterhead and forwarding it to us. 
Or call nearby Branch Office (see classi- 
fied directory). 


SOME OF THE CONTENTS 


Typical installations in all kinds of build- 
ings—apartments, homes, stores, factories, 
etc. indexed by type of application... 
how to estimate air requirements 
. «+ precautions to be taken in designing 
and installing ILG equipment. Get your 
copy now! 


VITALIZED 
VENTILATION 


AND AIR CONDITIONING 








(Continued from page 47) 
washing, a third for drying, and an- 
other center for ironing. This idea of 
organizing the laundry on a produc- 
tion line basis was adaptable for both 
automatic and orthodox type of 
washer, for an upstairs room or for the 
basement. A room adjacent to the 
kitchen was recommended, although 
the laundry, garage or recreation room 
(with concealed appliances) was feas- 
ible. A series of contests bringing in 
architects, plumbers, real estate people 
and the like, was plausible. L. L. Clark 
of Westinghouse had declared that 
after the war it would be possible to 
finance appliances when building the 
home, that the FHA has approved in 
general, and the necessary details were 
being studied in several states, 

P. E. (Edward) Geldhof of Nine- 
teen Hundred Corporation discussed 
materials and standards. He was ad- 
vised, he said, By G. I. Cottrill of 
Apex, John B. Dyer, chief engineer of 
Easy, Frank Breckinridge of West- 
inghouse, Wallace F. Oliver of Ben- 
dix, Dave Hays of General Electric 
and Nicholas L. Etten of Chamberlain. 


There was more desire on the part 
of Washington bureaucrats to control 
the specifications of washers than gen- 
erally realized, Mr. Geldhof pointed 
out. The committee felt that washabil- 
ity and wearability tests were needed 
as a ruler to back up anything done by 
manufacturers in the association. Be- 
cause no standard test exists, the com- 
mittee proposed to work out some 
which would be uniform everywhere. 
Such tests and apparatus would permit 
manufacturers to check one machine 
against another in bad water, with dif- 
ferent soaps, etc. The idea consisted 
in having two machines because no 
way can be devised of producing soil 
cloth with a uniform degree of dirt 
in it. The test machine would have 193 
deg. of oscillation and would be filled 
with the same kind of soil cloth as 
placed in the machine to be tested. 
Results on this standard machine 
would form a basis of comparison. 

A testing laboratory can be set up 
by anybody, Mr. Geldhof pointed out, 
for from $500 to $1,000. The most ex- 
pensive piece of equipment is a photo- 
meter. 


Admiral to Take Over 
Stewart-Warner Appliances 


An agreement has been entered into 
under which Admiral Corp plans to 
acquire the refrigerator and electric 
range manufacturing divisions of the 
Stewart-Warner Corp., according to 
an announcement made recently by 
Ross D. Siragusa, president of Ad- 
miral. 

Provisions of the agreement stipu- 
late that Admiral Corp. plans to ac- 
quire the tools, dies, jigs and fixtures, 
trade names, patents, patent rights and 
pending patent applications, as well as 
engineering developments in progress 
in the refrigeration and electric range 
manufacturing divisions of the Stew- 
art-Warner Corp. 

The facilities and assets enumerated 
were those utilized by Stewart-Warner 
prior to the war in the manufacture 
of seven refrigerator models, including 
those merchandised under the name 





FUTURE LIGHT? —This glass globe, 
coated inside with phosphors like those 
used in fluorescent lamps, lights up when 
electronically bombarded by a beam of 
high frequency radio energy. It was one 
of many possible new developments out- 
lined by Samuel G. Hibben, director of 
applied lighting at Westinghouse, at a 
recent New York demonstration. 
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“Dual-Temp,” a line of electric ranges 
merchandised under the name “Scotch- 
Maid,” and a freezer locker known 
as “Eskimo Pantry” and “Sub-Temp.” 

According to Mr. Siragusa, all plants 
of Admiral now are devoted exclusively 
to the production of communications 
equipment for the armed forces. In 
that connection, Mr. Siragusa pointed 
out the company’s production in 1943 
for war purposes was approximately 
100 per cent over its peak peacetime 
production, and he expects Admiral 
plants’ facilities to increase their pres- 
ent war output by approximately 150 
per cent during 1944 over that of last 
year. 

Mr. Siragusa said the agreement 
anounced today will result in his com- 
pany’s obtaining engineering skill in 
refrigerator and electric range manu- 
facture equivalent to that maintained 
by Admiral Corp. in its radio produc- 
tion and will insure a continuance of 
successful operation by his company in 
the electrical appliance field. 

Acquisition of this property would 
increase Admiral’s annual sales to ap- 
proximately $19,000,000, based on the 
last full twelve months of peacetime 
production, Mr. Siragusa said. 

As a result of the announcement Mr. 
Siragusa also said that Admiral Corp. 
expects to increase its advertising ap- 
propriation to approximately $1,000,- 
000 a year in the promotion of Admiral 
products. 


Mail Order Stores 
Sales Fall Off 


Montgomery Ward & Co. mail order 
sales went down 3.1, Sears Roebuck 
4.1, and Spiegels 28.7 percent for the 
first 10 months of 1943. 

Food chains were ahead 3.1 percent 
for the same period and variety stores 
5.1 percent. For the entire group sales 
were up 1.9. For the month of October 
alone the mail order stores Wards and 
Sears showed declines of 20.3 and 9.7 
percent, and variety and miscellaneous 
chains showed a loss of 3.4 percent. 


1944—ELECTRICAL MERCHANDISING 











* 
3 
¢ 


rh 


| 





ELEC 





| + ws Ft 


ler 
ck 
the 


ent 
res 
les 
ber 
und 
9.7 


ous 


NC 














It’s a long way from fireside to firing line. 
Especially long for a radio set. For when 
you take this coddled precision instrument 
away from the peace and calm of a living 
room and stick it in a mobile unit at the 
front, you’re really putting it ‘‘on the spot.” 
Jolts, jars, concussions and extremes of tem- 
perature are the common lot of radio and 
electronic equipment in military service. 


Fortunately, this transition was not as abrupt 
as it might have been, for Delco Radio tech- 
nicians had tackled and solved similar prob- 
lems in making automobile radios practi- 
cable. Vibration and shock . . . heat and 
humidity variations . . . electrical interfer- 
ence ... shaking and bumping—all these 
obstacles were overcome one by one through 
the ceaseless experimentation and research 
of radio scientists. 
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Fireside to Firing Line 





With the conquest of the foes of radio in 
transit came far greater benefits than better 
entertainment. Years ahead of the second 
World War, the Delco Radio Division had 
solved many of the problems which inter- 
vehicular military radio would face. Years 
ahead of time, the “spirit of perfectionism” 
had prepared vehicular radio for its vital 
role at the battlefront. 


Let’s All Back the Attack! 
BUY WAR BONDS 
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FOR 27 YEARS 


Sunlight Has Been Building 
Fractional-Horsepower Motors 


' There's a good reason why the name “Sun- 
‘selic 4 
(ii 


° 
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light” on a motor is known and respected by 
manufacturers, dealers and users throughout 
the country. For, during the last 27 years, 
more than seven million Sunlight fractional-horsepower 
motors have been built to power leading makes of appli- 
ances and other motor-driven products. 





These years have been marked by continuous. develop- 
ments in the design and construction of Sunlight motors. 
Full-gauge copper wire is used in the windings, to reduce 
electrical resistance, cut down heat and lengthen motor 
life. Extra power up to three times and more the full 
rated starting capacity is designed into the Sunlight 
motor—to prevent undue strain on the motor. Windings 
are extra heavily impregnated for extra safety against 
short-circuiting. Bearings are diamond-bored, set in cast 
bronze journals, and oil themselves for the life of the 
motor. 


To the appliance industry, Sunlight motors offer the assur- 
ance of dependable performance backed by broad engi- 


neering experience and extensive manufacturing facilities. 


SUNLIGHT MOTORS FOR: 
AIR COMPRESSORS + WASHING MACHINES 
POWER-DRIVEN BENCH TOOLS + IRONERS 
MILK SEPARATORS + MILKING MACHINES 
FURNACE BLOWERS + STOKERS + Olt BURNERS 
WATER PUMPS + REFRIGERATORS» VENTILATORS 
AND MANY OTHER APPLICATIONS 





Let’s All Back the Attack! BUY WAR BONDS 


SUNLIGHT MOTORS 
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| Industry Advisory Committee 
Meet in Washington 
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Two meetings of the Industry Ad- 
visory Committee were held in 
Washington last month—one of the 
Household Electrical Distributors In- 
dustry and the other of the Domestic 
Vacuum Cleaner Industry. 

As limited production of electric 
irons has been announced for 1944, 
IAC members were concerned with the 
distribution pattern to be established 
during the coming months for such 
small quantities of household electri- 
cal appliances as may be authorized. 
Taking electric irons as a typical small 
appliance distribution problem, com- 
mittee members made the following 
suggestions : 

1, That pre-war manufacturers allocate 
goods to distributors on the basis of 
pre-war performance, as of a base 
period. This method, if adopted, 
would be subject to such adjustments 
as are required by the forthcoming 
Equitable Distribution Order. 

2. That, as long as production is re- 
stricted by the government no new 
production or distribution facilities be 
recognized in h hold electrical 
appliances. 

3. That special attention be given to 
the method of distributing goods pro- 
duced by manufacturers not previ- 
ously making electric irons who, be- 
cause of manpower availability, might 
be authorized to make a portion of 
the programmed quantity. 

4. That a method be found to hold back 
@ proportion of production for emerg- 
ency distribution, and that the emerg- 
ency reserve be held at the manufac- 
turing level. 

5. That any necessary retail control be 
established by a simple certificate of 
need, signed at the counter. 

6. That appliances produced and dis- 
tributed under war restriction pro- 
grams be free of non-essential trim, 
as absence of special eye appeal 
would discourage unnecessary buy- 
ing by retailer or consumer. 





A government representative, relat- 
ing distribution to production, pointed 
out that an easing of some raw mater- 
ials does not imply large supplies of 
household electrical appliances, He 
stressed the fact that factory facilities 
and manpower continue to be problems, 
even when materials are available . . 
and that, for production, these three 
vital factors must be perfectly coor- 
dinated. It was made clear that pro- 
duction of electrical appliances for 
the home would be resumed only when 
and if no possible damage to the war 
program could result. 


Domestic Vacuum Cleaner Industry 


It was emphasized that resumption 
of the production of domestic elec- 
tric vacuum cleaners appears to be 
impossible as far as the foreseeable 
future is concerned, 

Even though some of the materials 
might become available for some pro- 
duction, the facilities and manpower in 
vacuum cleaner plants are now, and 
are expected to continue to be, re- 
quired for war production for an in- 
determinable period. Some war con- 
tracts have been cancelled, but other 
orders have been received by the man- 
ufacturers, and these are taking up 
most of the facilities and manpower 
made available as a result of the can- 
cellations. The future will depend 
entirely upon the course of military 
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operations and the amount of war pro- 
duction that will be needed to carry 
out operations on the battle fronts. 

For these reasons, WPB has ap- 
proved no program determination 
specifying when and how many vacuum 
cleaners may be made. 

Because of the complexity of the 
problems that will arise when limited 
production of vacuum cleaners is re- 
sumed, however, the members of the 
committee suggested that preliminary 
plans as to the method of reconver- 
sion be made in the interim. It was 
the general opinion of the members 
that the plan already proposed for the 
limited production of electric irons 
might be adapted to meet the conditions 
of the vacuum cleaner industry. 

That is, each manufacturer would be 
assigned a production quota, represent- 
ing a certain percentage of his base 
year production. If a manufacturer 
could not produce cleaners without 
interfering with war work, he would 
be permitted to have another manufac- 
turer produce his quota of cleaners 
for him. 

The committee members recommend- 
ed that if a manufacturer does not 
chose to have his quota made for him, 
he should be allowed to accumulate 
his quarterly production quotas until 
such time as he can begin production 
of vacuum cleaners without interfer- 
ing with war work. 

Under this plan, it would be pos- 
sible for each manufacturer to pro- 
duce his proportionate share of the 
total number of cleaners to be manu- 
factured over a given period, dating 
from the time when production is re- 
sumed to the time when all the cleaners 
authorized to be produced have been 
made. This would enable each manu- 
facturer to retain the relative competi- 
tive position which he held in the in- 
dustry in the pre-war period. 


Nash-Kelvinator Board 
Re-Elects Present Officers 


The re-election of all members of 
the Nash-Kelvinator Corp. board of 
directors was reported at the annual 
meeting of the company’s stockholders 
recently held in Baltimore. At a sub- 
sequent meeting held in Detroit, the 
board voted to re-elect all present 
officers of the corporation. 

George W. Mason, board president, 
reaffirmed earlier statements that, 
while war production in Nash-Kelvi 
nator plants would continue to increase 
throughout 1944, realistic and concrete 
steps now were being taken to plan 
for reconversion to expanded peace- 
time production in order to limit the 
reconversion period to a minimum of 
time. 

Presenting a financial report cover- 
ing the first quarter of the company’s 
fiscal year, Mr. Mason revealed a sub 
stantial increase in their war produc 
tion program for this period. Ne 
profit for the quarter after taxes wa 
$1,060,261, an increase of $405,330 ove: 
the net profit for the corresponding 
quarter of the previous fiscal yea: 
which showed $654,930. Dollar valu 
output for this period was $68,680,43: 
an increase of more than 100% whe 
compared to the corporation’s war pr‘ 
duction for the same fiscal quarter < 
1943. 
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MALL shells are being made 
in a big way for Uncle Sam by 
= a being made to close 


tolerances in every dimension. 


New precision methods are also 
used at L&H inthe manufacture 
of steel cases for electrical con- 
trols, tool chests for trucks, 
metal containers for parachute 


bombs, pins for tank tracks, 
From L & H looms comes 
webbing for cartridge belts, 
Air compressors and steel 
chests are assembled on 


trucks for the U.S. Army. 


In thus serving Uncle Sam, this 
pioneer stove manufacturing 
organization is achieving a new 





precision that 
will be appar- 
ent in improv- 
ed L&H post- 
war products. 
In your plans 
for peace, keep L&H in mind. 
It will be a good line to tie to. 


A.J. Lindemann & Hoverson Co. 


MILWAUKEE + Since 1875 * WISCONSIN 


F TUR crrRi RANGES...ELECTRIC WATER HEATERS 
KEROGAS MANUFACTURERS OF ELE c 


GAS RANGES...OIL STOVES...PORTABLE OVENS...OIL HEATERS...WICKS 
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ELECTRIC 


Postwar Planning is 





“Planned Electrical Merchandising” 


SIMPLIFIES IT FOR YOU 


Bulletin No.3, now ready, is titled: 
Planning Your Type of Appliance Busi- 
ness. This, like the others, makes post- 
war planning less formidable, less 
mysterious. For it’s just good basic com- 
mon sense when explained like ABC by 
Chas. Low, eminent retailing authority, 
the author of this series. 


One Purpose Only—to Help You. These 
bulletins are about your business, your 
store, your customers, right in your com- 
munity —not about Hotpoint products. 
They’re full of practical, field-tested 
ideas to help increase your business. 


Get on the Mailing List. Retailers are 
enthusiastic about these bulletins. They 
are mailed, without charge, not only to 
Hotpoint dealers, but to any retailer who 
asks for them. Send your name, today, 
on the coupon at bottom of opposite 
page. No.1 will be sent immediately 
and the others at thirty-day intervals. 


FEBRUARY, 


Give Yourself This Advantage. Be armed 
for peace. The retailer who is best pre- 
pared, with sound knowledge about 
store location, secrets of display, making 
customers buy, etc. will have things his 
own way in the postwar period. 


Subjects to be Covered. Here are the 
titles of the first six bulletins, which give 
a good idea of their contents. 

1. Plan Now for the Appliance Store that 
Will Help You Sell. 2. How to Choose a 
Good Location for an Appliance Store. 
3. Planning Y our Type of Store. &. Stock- 
ing an Electric Appliance Store. 5. Floor 
Arrangements Which Help You Sell. 6. 
Advertising to Bring Them Into the Store. 
Don’t put this off. It’s important! Mail 
the coupon right now! Edison General 


Electric Appliance Co., Inc., 5620 West 
Taylor Street, Chicago 44, Illinois. 


KITCHENS | 
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Edison General Electric Appliance Co., Inc. 
5620 West Taylor Street, Chicago 44, Illinois 
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Please put me on the list to receive “Planned Electrical 


Bulletins. 


“a 


Merchandising 


Owner, Manager, etc. 


Firm Name 
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ROBERTSHAW ON 20 
RADIO PROGRAMS 
COAST TO 
COAST! 





| leading women's service pro- 


grams over 36 stations in leading range 
markets from coast to coast are being 
used by Robertshaw to carry its message 
to millions of homemakers many times 


each week. 


These radio programs tell how Robert- 
shaw Oven Heat Controls can aid in war- 
time fuel and food conservation. At the 
same time, they are educating home- 
makers to look for the advantages of 
Robertshaw Oven Heat 
Controls when ranges 


are again available. 








ROBERTSHAW THERMOSTAT COMPANY 
YOUNGWOOD, PENNSYLVANIA 
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TELEVISION DEMO—Service men are getting a real demonstration of television 
these days at New York's Grand Central Terminal. General Electric furnished the 
receiver to the Traveler's Aid Society of New York which operates the service 
men's lounge in the terminal. Third from left is R. E. Burrows of General Electric 
who presented the receiver to the organization. 





HAVE YOU HEARD... 





Proctor Execrric Co. have awarded 
a $25 war bond to Meyer Eisenberg 
of the Plaza Radio Shop, Brooklyn, 
N. Y., for his contribution to “Tel- 
Anothers”, the company’s wartime idea 
exchange for appliance retailers. 
Meyer’s idea was to catch and cure 
a lot of appliance troubles before they 
got started—in other words, cord 
troubles. They combed their list of 
customers, made prompt repairs to 
cords, and figure they saved hours of 
service work and calls later on. 


Tue St. Cuartes Mrc. Co., makers 
of St. Charles steel kitchens, have had 
a white star added to the Army-Navy 
“E” flag for continued excellence in 
the production of war equipment. 
The company is making tracer bodies 
for anti-aircraft shells, primers for 
trench mortars, galley equipment for 
Army and Navy vessels, and other 
equipment. 


M. F. Batcom, vice-president of 
Sylvania Electric Products, Inc., and 
a member of the board of directors, has 
been made a member of the firm’s 
Quarter-Century Club. 


ELECTRIC STEAM IRONS, frozen food 
lockers for homes, and electric clothes 
driers will be built after the war by 
Westinghouse, James E. Hugo, cen- 
tral manager of the Electric Appliance 
Division, told the Pittsburg Hardware 
Association recently. 


Tue F. W. WAKEFIELD Brass Co. is 
another to win a white star for the 
Army-Navy “E” award. 


Erte F. Wuirtney, assistant dis- 
trict manager of the General Electric 
Co.’s east central district for the past 
14 years, died in Cleveland recently 
following an illness of several months. 
sefore coming to Cleveland in 1929, 
Mr. Whitney had been manager of 
the company’s office in Portland, Ore. 


CALLED BY DEATH early in December 
was E. B. Criddle, 80 years old, former 
vice president of the Nevada-California 
Power and Southern Sierras Power 


Companies. He served as president of 
the Pacific Coast Electrical Association 
in 1929-30 and was mayor of River- 
side, California from 1933 untib 1936. 


Harry J. Moore, founder and presi- 
dent of the Western Furniture Ex- 
change and Merchandise Mart, died in 
San Francisco recently. Up until 
the war period, the Furniture Ex- 
change had been a principle market 
place for dealers in which to view 
appliances and housewares. 


At C. Joy, well known personality 
among electrical men of the Pacific 
Coast, died recently in San Francisco. 
With a background as printer’s devil, 
newspaper man, actor, lawyer, play- 
wright, poet, humorist and speaker, 
he entered the electrical industry in 
1922 as advertising manager for the 
San Joaquin Light & Power Corp. 
Of late years he had served as pub- 
licity man and advertising manager 
of the Pacific Gas and Electric Co. 
He had at various times held the 
position of president of the San Fran- 
cisco Development League and of the 
Public Utility Advertising Associa- 
tion of America. 


A TRADING Post has been opened by 
the Iowa Public Service Co. in Water- 
loo, to serve as a place where the pub- 
lic can exchange, sell or buy used or 
idle appliances. 


SPEAKING AT A MEETING of hardware 
dealers in Boston, Mass., F. Lee Her- 
ron, general manager of the Franklin 
Hardware & Supply Co., predicted 
recently that dealer-owned wholesale 
firms would spread in popularity at the 
end of the war, as a means of providing 
low cost distribution. 


FIGURES RECENTLY RELEASED by the 
Canadian Bureau of Statistics revealed 
that 21 percent of Canada’s homes 
cnjoy mechanical refrigerators, while 
26 percent have ice boxes. Cities led 
the country in this equipment, the 
percentage being 79 in towns over 
30,000 population, whereas only 22 
percent of the farms had such facili- 
ties. 
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There’s a woman waiting for you... 


Sue is so familiar to you that you may be forgetting her. 


today and tomorrow. Millions of women depend on the 
Don’t! 


Companion. It’s amazingly helpful. Do as much of your 
She’s Mrs. Tomorrow. She’s Mrs. Big. She’s Mrs. Every ee 
Woman Today. You'd better talk to her. 


Who'll buy your products tomorrow? Women — you 


, . be slight- 
. . ¢ . ‘ mpanion would ‘ 
hope. Who has to want your products tomorrow? Women -\’ ANote For Friends: eke psa ts Industry “ow 
, , ~ -¢ * j t remi 
— you know. ing its job if it did no 


; , t. We 

. roman’s marke 

; lecting this wo lan- 

. usness of neg : t-war plan 
Go after Mrs. Tomorrow! Interest her now to make her of the serio remember the woman in all pos neh a 
“ ‘ ” Oo Ww 
want then. She governs your post-war plans. “Post-war urge you wt of the current paper shortage ctly what 
. ° : ° : i . xac 

to her simply means having things she can’t have now. et ssa possible for some advertisers tO do e age Mqocet 

make it im f ll. matters most. ae 

, ° ee a, arter all, . 

But she'll judge them before she buys them. She is going we recommend. The _ manufacturer that the day is 

: ; an 
to be just as practical about buying tomorrow as she always hoping as earnestly as any 


eee rill permit 

f ‘ hen an improved paper ee. , aaa 

has been. You won’t dazzle her dollars away. not far off whe f Meanwhile, we , 

the Companion to serve all of you. not rob our message 

So talk to her in the women’s magazines, where she a enforced space rationing does 
' . , o 

listens because friends are talking. Use Woman’s.Home of its sense. 

Companion to interest her in what you want to sell her If she’s going to Say “Yes’ 

she ' 

she bad better know you today 


’ tomorrow, 


WOMANS HOME 


OM PA \ IO | \ THE CROWELL-COLLIER PUBLISHING COMPANY, PUBLISHERS 


WOMAN'S HOME COMPANION, COLLIER'S, THE AMERICAN MAGAZINE 


MRS. TOMORROW’S BEST FRIEND TODAY 
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Who is: Majestic 
and Why? 


hel 







tice 
bef 
vol 


cos: 


tact 


That’s a proper question... j 


because the 3 ‘‘M’s’’... Men, Methods and 


Merchandise... are going to play a mighty 
big part in the post-war success of Majestic. 





Mi 


ELEC 
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TAKE MEN... at Majestic they have been hand-picked for 
the job. Starting right at the top, there is an unique setup at 
Majestic. For here is a chief executive who likes to sell on a 
dealer’s floor, to find out what it is really all about. 


Majestic sales executives are men who understand that 
corporate and sales policies can have only one proper end— 
adequate profits for both manufacturer and dealer. Here each 
man has been selected for his proven ability to understand 
and execute such a policy. Here, too, are engineers who not 
only know their blueprints but also understand how to build 
dealer profit into what the public wants to buy. 


A sharp and more direct approach to post-war radio 
problems is sure to be the result of such an organization. 


No barriers of old-time policy, no hold-over deadwood 
that might prevent progress, no worn-out heirlooms of a 
by-gone day will hamper the vigorous determination of the 
new Majestic organization. 


Majestic’s key men are experienced radio men with a sole 
interest .. . RADIO. 


They have been formed into an alert, aggressive, flexible 
organization that can think straight and “turn on a dime”. 


METHODS, TOO, give a clear cut indication of how Majestic 
will operate. The Controlled Distribution Plan was devised to 
help dealers make money in the radio business . . . and keep 
what they make ... without the grief of unsound selling prac- 


tices, without mortgaging the future for just one season’s job. 


The Controlled Distribution Plan makes it clear that 
before a dealer is selected, he must have the ability to sell in 
volume and to sell that volume at regular profit margins. Such 
costly headaches as “raiding”, price-cutting, auction block 
tactics, “parlor dealers”, have no place in this scheme of 





things. And no dealer will be expected to pay ransom for the 
profits he hopes to make. 


MERCHANDISE IS THE KEY to true success, and Majestic’s 
Planned Production will take advantage of the fact that sales 
minded executives know what the consumer wants, based on 
their own sales floor experience. This experience will dictate 
what and how much and for what price Majestic will put into 
production. This will assure the public of getting what it wants 
at a price it wants to pay. And the dealer will be protected 
against having a floos full of slow moving or dead merchandise. 


THIS IS Masestic. This is who we are, and how we plan 
to operate, and what you will get out of it. There is nothing 
unusual about it—unless you consider the determination to 
think clearly, directly and to use good plain common sense to 
be unusual. It all sums up to this: 


Majestic Means Business 
..-and lots of it! 





WINNERS 
MAJESTIC RADIO CONTEST 


(ended December 31, 1943) 
1st Award— $500 War Bond*—R. G. SCELI, Hartford, Connecticut 


2nd Award—$250 War Bond*—IRVING |. WILSON, Philadelphia, Pa. 


3rd to and including 12th Award—$25 War Bond* each 
EDWARD J McGRAIL, Hazelton, Pa. 


Now at Ft. Sam Houston, Texas 
KENNETH BOOTH, Albion, Michigan 


T. WILLARD CRANE 
South Portland, Maine 


LEWIS J. SOLOMAN, Chicago, llilinois 
JULES M. SMITH, New York, N. Y. 


RAY PENTECOST, Chicago, Illinois 
PAUL W. LINDSEY, Dallas, Texas 
ROBERT HAM, Los Angeles, Calif. 
RAY MURRELL, Portland, Oregon 


CARL W. CONCELMAN 
Takoma Park, Maryland 





*Maturity Value 

















MIGHTY MONARCH OF THE AIR 


MAJESTIC RADIO & TELEVISION CORPORATION * 
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The war isn'tover .. . 


Things are happening 
... at FLORENCE 


not by a long 


shot. But, here at Florence we're enjoying 
a preview of the inevitable Victory to come. 


We're back in the stove and heater business, 
with Government sanction. In a small way, 
of course, because nothing can interfere 
with our large-scale war production. But, 
our hand is in again, and we're making 
stoves that will serve the public in the same 
splendid way Florence goods always have. 


Right now we are making a gas range, an 
oil range, and an oil stove (no authorization 
yet on electric ranges); soon, we'll be turn- 


ing out some oil heaters. 


Deliveries are 


limited because materials are strictly allo- 
cated. Yet, it's all a start toward the goal 
we are headed for when those big V-day 
orders come pouring in from Florence deal- 


ers the country over. 


Yes, Florence production is on the way— 
and this good start means that our men and 
methods and tools will be better organized 
to serve you when the great postwar mer- 
chandising drive gets under way. 


You can look to Florence for common sense 
design, high quality, moderate prices, de- 
pendable value—in ranges—gas, electric, 
L.P gas, oil, and dual-oven combination; in 
oil heaters, water heaters, and range burn- 
ers. You can expect a dealer live-and-let- 
live policy that will appeal to the retail 


merchant. 


FLORENCE STOVE COMPANY 
GARDNER, 


MASSACHUSETTS 















OILHEATERs |# 
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CROSLEY "V" LOAN:—Officials of The Crosley Corp. and of the Fifth Third 
Union Trust Co., Cincinnati, have negotiated the second largest "V" loan to be 
made in the Fourth Federal Reserve district to provide working capital for war 
production and also insurance against tying up company working capital due to 
contract termination. Shown above, from right to left, are: Lewis M. Crosley, 
executive vice-president and secretary of Crosley, affixing his signature to the 
agreement covering the $30,000,000 loan; George E. Smith, vice-president and 
treasurer, Crosley; and Sterling B. Cramer, first vice-president, Fifth Third Union 


Trust, agent bank on the credit agreement. 














Watrter H. HALtsteen of Ilg Elec- 
tric Ventilating Co. died January 15 
at St. Francis Hospital, Evanston, III. 
4 mechanical engineer, Hallsteen 
joined the Ilg sales staff in 1916. Suc- 
cessive promotions finally placed him 
in charge of the purchasing depart- 
ment where he served up to the time 
of his death. As additional responsi- 
bilities were given to him, he was made 
vice president and treasurer of the 
company. 


EDWARDS AND COMPANY OF Nor- 
WALK, COoNN., has received a third 
Army-Navy E award. The citation, 
made by the Navy Department, is in 
recognition of the high standards of 
production of electric signaling de- 
vices the company has continued to 
maintain in the war effort. 


WHEN TWO SERVICEMEN from the 
Pacific Power and Light Co. called in 
response to an emergency call from 
a Pendleton (Oregon) home, they 
were told that the gas seemed to be 
leaking from the refrigerators. They 
found the electric mechanism in per- 
fect order, but in the pocket of a hunt- 
ing jacket which was hung on a nail 
along side the refrigerator they found 

a forgotten and overripe duck which 
had been shot, lo, these many days 
before. They removed the duck. 


Ropertck McRar, manager of the 
Hood River district of the Pacific 
Power and Light Company, died during 
December of a heart attack. He 
started his career in the electrical in- 
dustry shortly after graduating from 
college with the Starbuck Electric 
Company at Starbuck, Wash., but for 
the past 23 years he has served in 
various capacities with the Pacific 
Power and Light Company. 


G. H. Smirn, Horpornt GENERAL 
SALES MANAGER, has been addressing 
distributor meetings in Salt Lake, 
Seattle, San Francisco and Los Ang- 
eles during a tour of western centers 
recently. Postwar planning advice to 
retailers was the subject of his 
message. 
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Fork THE BENEFIT OF THE 1,400 
Guests of the Henry Hudson Hotel, 
353 W. 57th St. New York City, a 
laundry is being maintained. Most of 
the patrons of the hotel, declares J. P. 
Stock, general manager, are on a 
weekly basis. Maytag washers are 
used. 


Cuester B. SIKKING, JR., whose 
father operates the A. W. Sikking Co., 
Springfield, Ill. Maytag distributors, 
was killed on Oct. 25 in a bomber 
crash near Sacramento, Cal. 


BECAUSE HER HUSBAND made her 
burn candles because he hated the 
electric company, and because he made 
her cook with kerosene because he 
hated the gas company, Mrs. Alice 
Michal, 23, Chicago, recently found 
this grounds for divorce. 





FLUORESCENT TRAIN —This modern 
16-bed hospital train just delivered to 
the Army Medical Corps is the first in 
railroad history to be lighted throughout 
with fluorescent units—a job turned out 
by Sylvania. The train was constructed 
for service in combat areas overseas. 
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Vou've known... and sold...these 
famous Electric Home Washers... 


ALL feature the modern 
ECLIPSE PLASTIC AGITATOR 


BENDIX 






a 


BRRLOW & SEELIG 















he Faultless 


WASHERS 


HOLLAND-RIEGER 





> Thousands of happy housewives have proved the superior benefits of NOTE: By continuing Research and Develop- 
Eclipse Plastic Agitators ... The Eclipse Plastic Agitator is easier on clothes. ment Eclipse has evolved great improvements 


‘ r é on Plastic Agitators — Enlarged production 
Its smooth lustrous surface washes gently, effectively, without wearing facilities enable Eclipse to meet the needs of 
ww the most delicate fabrics. It cannot discolor clothes, is non-corrosive, the entire washer industry for better Agitators! 


heat-proof, acid-proof, easily cleaned, durable, light weight. 


> That’s why you can expect the improved post-war washer machines 


. 
to feature the modern Eclipse Plastic Agitator — specially designed to ¢ Jl we 
J increase the washing efficiency and the “housewife appeal” of your 





, washer. The Plastic Agitator was pioneered and developed by ECLIPSE MOULDED PRODUCTS CO. 
noger" ‘ . ° 

red to engineers to give you a better selling story, and assure greater cus- 5151 N. Thirty-Second 3 © Milwoukee 9, Wisconsin 
first i 


tomer satisfaction. 





jughout Plastic Products and 

ed out cs ahh Custom Moulders for All Industry 
ructe | >For greater volume sales in the future... insist that YOUR post-war 

” home washer features ECLIPSE PLASTIC AGITATORS. 

SING 
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AMERICA’S No. 


* 


CREATED BY 

THE MANUFATURERS OF 
GAS RANGES 
BEARING THE 


FAMOUS (D) SEAL 


This program is contributed to the 
Gas industry by manufacturers of 
Gas Ranges bearing the CP Seal. 
All Gas Ranges bearing this Seal 
are certified to meet the highest per- 
formance standards created by en- 
gineers and home economists of the 
entire Gas industry. 


A-B STOVES, INC. 
AMERICAN STOVE CO. 
CALORIC GAS STOVE WORKS 
CLARE BROS. & CO., LTD. 
CRIBBEN & SEXTON CO. 
DETROIT-MICHIGAN STOVE CO. 
THE ESTATE STOVE CO. 
GLENWOOD RANGE CO. 
JAMES GRAHAM MFG. CO. 
GRAND HOME APPLIANCE CO. 
HARDWICK STOVE CO. 
MOFFATS, LTD. 
O'KEEFE & MERRITT CO. 
ROBERTS & MANDER STOVE CO. 
GEO. D. ROPER CORP. 


STANDARD GAS EQUIPM’T CORP. 


THE TAPPAN STOVE CO. 
WESTERN STOVE CO., INC. 


AMERICA’S SYMBOL OF 
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CAN HELP 
GIVE THEM 


PEACETIME JOBS 
BY PLANNING NOW TO BUY 





YOUR 
NEW 


(7B) 
RANGE 








WITH EXTRA WAR BONDS 
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POSTWAR PROBLEM 


Jobs for Service Men- 
Better Business for You 


Jobs for service men and war workers — millions of them — that’s America’s No. 1 
postwar problem. Here’s a definite, flexible nation-wide plan that will help create 
those jobs by starting peacetime industry’s wheels whirling with a backlog of 
orders. It’s a look-ahead, easy-to-use pre-selling plan that lines up profitable 
prospects for immediate postwar sales — makes your showroom Headquarters 
for Postwar Home Planning and enables you to re-sell old customers and pre-sell 
new prospects on Gas for Cooking and CP for Certified Cooking Performance. 


HERE’S HOW THE (9) BUSINESS BUILDING PLAN WORKS FOR YOU 


1—Your customers set aside NOW $100 to $150 EXTRA in War Bonds so they 
can buy the CP Gas Range they want and need immediately after the war. 


2—From a special easy-to-use CP Postwar Prospect Card you find out EXACTLY 
what kind of a CP Gas Range your customers want and need and file the informa- 
tion for future follow-up and sale. 


3—No money changes hands. No contracts are signed. But you can take definite 
orders and create a priority list if you wish. 


The CP Business Building Plan is practical, timely and as simple as ABC. You 
can expand it to cover every item on your sales floor. It’s a program your cus- 
tomers will welcome because it helps answer a problem all America is thinking 
about and provides ‘a way for your customers to get the new CP Gas Range they 
want and need immediately after the war. 











Write for Your () Business Building Kit Today 


We're backing this war bond selling, job making and sales building plan with 
nation-wide promotion and a complete kit of dramatic, colorful posters, mailing 
pieces, publicity, prospect cards, newspaper ads, bond holders and definite plans 
to help you tie in. Write today for the CP Business Building Kit to Association of 
Gas Appliance and Equipment Manufacturers, 60 East 42 St., New York 17, N. Y. 


CERTIFIED PERFORMANCE 
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Ww" N your AIR EXPRESS shipments are ready, reach for the 
pl one, Do 1 t wait for “routine } afternoon pi k ups. Pac k 


as early in the day as possible and suip WHEN READY! That's the 


way to get the full benefit from Air Express service. It 

ivoids end-of-the-day congestion when Airline traffic is 

at its peak. Your shipments move faster, are delivered 
faster. 






And to cut costs 
should be packed compactly but securely, 


AIR EXPRESS shipments 


to obtain the best ratio of size to weight. 


A Money-Saving, 
High-Speed Tool 
For Every Business 


As a result of increased efficiency developed to meet wartime 
dem inds, rates have recently been reduced. Shippers nation- 
wide are now saving an average of more than 10% on Air 
Express charges. And Air Express schedules are based on 
“hours”, not days and weeks — with 3-mile-a-minute service 


direct to hundreds of U.S. cities and scores of foreign countries. 


WRITE TODAY for “Vision Unlimited’ — an informative booklet 
that will stimulate the thinking of every executive. Dept. PR-2, 


Railway Express Agency, 230 Park Ave., New York 17, N. Y. 


Gels there RST 


Phone RAILWAY EXPRESS AGENCY, AIR EXPRESS DIVISION 
Representing the AIRLINES of the United States 














NEW POSITIONS OF THE MONTH 












Warren Telechron 


I. W. Kokins, vice president of the 
Warren Telechron Co. since 1935, has 


been elected president of the company 


to succeed Henry E. Warren. Mr. 
Warren, founder of the company, re- 
signed after having passed the retire- 
ment age. 


Division including district sales offices ; 
the illuminating engineering, com- 
mercial engineering and advertising 
departments. 

Mr. Massey has been associated 
with the commercial activities of the 
Lamp Division since 1907. In 1914, he 
was appointed assistant to the sales 
manager and in 1923 became North- 





1. W. KOKINS 


Mr. Kokins, who is 57 and who has 
spent over 30 years in the electrical 
manufacturing industry, joined War- 
ren Telechron in 1926 as _ general 
manager. In 1935 he was elected a 
director and later in that year became 
vice president of the company. 


Victor Electric Products 


Announcement has been made by 
C. L. Harrison, president of Victor 
Electric Products, Inc., Cincinnati, 
Ohio, of the appointment of Leslie E. 
Gaut as general sales manager. Victor 
is a pioneer manufacturer of desk 
fans, kitchen ventilators, and small 





LESLIE E. GAUT 


motors, and is now engaged in 100% 
production for war. Mr. Gaut comes 
to Victor with a broad experience in 
sales and merchandising having been 
identified with several nationally 
known companies as sales and market- 
ing advisor. 


Westinghouse Lamp Division 


William J. Massey has been ap- 
pointed general lamp sales manager 
of the Westinghouse Lamp Division 
with headquarters at Bloomfield, N. J., 
according to an announcement by 
Ralph C. Stuart, manager. In his new 
position, Mr. Massey will have charge 
of all lamp sales activities of the Lamp 
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WILLIAM J. MASSEY 


eastern District manager with head- 
quarters in New York. Appointed as- 
sistant sales manager in 1938, Mr. 
Massey came to the Bloomfield Works 
in 1941, when sales headquarters for 
the Lamp Division were transferred 
here from New York. 


Edwin L. Wiegand Co. 


truce A. Fleming has been elected 
vice president in charge of sales at 
Edwin L. Wiegand Co., Pittsburgh, 
manufacturers of Chromalox electric 
heating units and equipment. He suc- 
ceeds Ernest N. Calhoun who recently 





BRUCE FLEMING 


became president of the company. 

Mr. Fleming has been associated 
with the appliance industry for the 
past 15 years, having been active in the 
appliance promotion of the National 
Electrical Manufacturers Association 
and the Modern Kitchen Bureau. 


Crosley Corp. 


Clarence S. Tray, formerly branch 
manager in charge of the Chicago fac- 
tory branch of The Crosley Corp., has 
been transferred to the company’s main 
office in Cincinnati. He now is serving 
as automotive product manager, it is 
announced by J. H. Rasmussen, com- 
mercial manager. 
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FJ CAPACITOR-START INDUCTION-RUN 








SINGLE-PHASE MOTORS 
THAT DELIVER 


For heavy-duty jobs requiring quiet opera- 
tion ... high starting and pull-in torque ... 
and low starting current, this capacitor-start 
motor is ideal. 

The Type FJ Capacitor Start General-Purpose 
Motor has an efficiency and power factor among 
the highest of any fractional horsepower, single- 
phase motors. 

Starting torque of 300 to 450%... with 225- 
300% breakdown torque, with low starting 
current... ideal for all heavy-duty applications. 


PICK THIS MOTOR 


TYPE FJ CAPACITOR START GENERAL 
PURPOSE MOTOR 


* For heavy-duty service 
© For quiet operation 


¢ For high starting torque 230 dual voltage 


. SPEEDS—(approximate full load rpm) 
e 
For low —— ee 60 cycles—3450, 1725, 1140, 860 
50 cycles—2850, 1425, 960 


25 cycles—1425 
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PHASE—Single CYCLES—6O0, 50, 25 
HORSEPOWER—; to 4 
VOLTS—115 or 230 for 4% 


hp 4 pole 
and smaller: larger sizes are 115/ 








Type FJ motors are champs when it comes to 
slugging it out on such two-fisted jobs as com- 
pressors, pumps, machine tools, refrigerators, 
air-conditioners and stokers. 


ASK FOR APPLICATION HELP 


Small motors have gone to war... some on varied 
applications of peacetime products... many others on 
specialized war applications. For condensed informa- 
tion on Westinghouse small motors, the Westinghouse 
Small Motor Selector (Booklet 3075-A) summarizes 
the data presented in these “Torque Talks”. Write for 
your copy of this helpful aid to proper motor selection. 
Westinghouse Electric & Manufacturing Company, 


East Pittsburgh, Pennsylvania. J-03198 





Westin nghouse 


PLANTS IN 2S CITIES OFFICES EVERYWHERE 


SMALL MOTORS 
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JOE GROSHANS 
Gen. Sales Mgr. 


ofelle 4 
SIMPLEX 


DEALERS aud DISTRIBUTORS 


A year ago | greeted you in MERCHANDISING 
explaining that | would soon be “making the 

rounds,” but that it would be impossible to call 

on every one of our thousands of Simplex 

accounts. However, | answered the two ques- 

tions you would be most likely to ask: what are 

we doing—what are our post-war plans? As a 

new year gets under way, it might be well to 

ask these same questions again. 


WHAT ARE WE DOING? 


The American lroning Machine Company is 
still going strong on medium calibre shells for 
our armed forces and on various sub-assem- 
blies. On Nov. 30, 1943, we were awarded the 


Army-Navy “E”’ for high achievement in war 
production. 


WHAT ARE OUR POST-WAR PLANS? 


Some pleasant surprises are taking shape behind 
closed doors in our engineering department— 
new models, new improvements. The Simplex 
Line, it is already certain, will be definitely out- 
standing—will resume its position of leadership 
in the post-war ironing machine field. Be sure 
to plan accordingly. 


AMERICAN IRONING MACHINE CO. Algonquin, 111. 


IMPLEX [RONER 


THE RECOGNIZED LEADER 
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Hotpoint 


Harold D. Conklin recently was ap- 
pointed manager of Hotpoint Range 
and Water Heater Sales Division, ac- 
cording to G. H. Smith, general sales 
manager of Edison General Electric 
Appliance Co., Inc. Mr. Conklin re- 
turns to Chicago after nine years in 
Los Angeles as Hotpoint district sales 


After the war, he will direct develop- 
ment work, manufacture and distribu- 
tion of the most complete line of 
vacuum cleaners ever made by West- 
inghouse, including floor, tank and 
hand models and attachments. <A 
limited amount of experimental work 
on vacuum cleaners is now being con- 
ducted at the Westinghouse plant in 
East Springfield, Mass. 





HAROLD D. CONKLIN 


manager of the Pacific Southwest. A 
member of the Los Angeles Sales 
Managers’ Club, he also was presi- 
dent of the Electrical Development 
League of Los Angeles. 

In another Hotpoint move, F. B. 
Williams, manager of Refrigerator 
Sales Division, becomes regional sales 
manager of the Southern Region, with 





F. B. WILLIAMS 


headquarters in Atlanta. With Hot- 
point for fifteen years, his last post 
was manager of the Refrigeration 
Division in Chicago. 


Clark and Evans Rejoin Maytag 


Back on the job as regional man- 
agers are two Maytag veterans: Willis 
R. Clark, out of the army, is again 
at Knoxville, in charge of his regional 
territory in Tennessee. John H. 
Evans, formerly at Toledo, is now 
handling a regional territory in south- 
ern Ohio. He has not located a 
home as yet. 


Westinghouse 


W. E. Slabaugh, Jr., former college 
instructor and a Westinghouse sales 
engineer for seven years, has been ap- 
pointed manager of the company’s 
vacuum cleaner sales section, according 
to T. J. Newcomb, sales manager of 
the Westinghouse Electric Appliance 
Div. at Mansfield, Ohio. 

During the remainder of the war 
Mr. Slabaugh will continue working 
in that branch of the War Products 
Engineering Dept. which handles con- 
tracts for ailerons, elevators and other 
parts for fighter planes. 


W. E. SLABAUGH, JR. 


Mr. Slabaugh joined Westinghouse 
in 1936 as commercial refrigeration 
supervisor. 


Bendix Home Appliances 


Walter J. Daily, former advertising 
and sales promotion manager of Gen- 





WALTER J. DAILY 


eral Electric refrigerators, and more 
recently an officer in Roy S. Dur- 
stine, Inc., New York advertising 
agency, has been appointed advertis- 
ing and sales promotion manager of 
Bendix Home Appliances, Inc. 

For over eight years Mr. Daily was 
advertising and sales promotion man- 
ager of the electric refrigeration de- 
partment of General Electric; before 
that advertising manager of the Elec- 
tric Vacuum Cleaner Co. 

He had direct charge of the pro- 
motion of the General Electric refrig- 
erator. The sales promotional pro- 
gram on this product was one of the 
broadest ever conducted in any 
industry. The sales training ¢or- 
respondence course, at one time had 
over 10,000 students, all active sales- 
men. 

The motion picture “Just Around 
The Corner” which featured Bette 
Davis, William Powell, Joan Blondell, 
Preston Foster and Warren William, 
was shown to over 10,000,000 people in 
regular theatres, at fairs and exhibits. 
The “General Electric-Warner Bros. 
42nd Street Special,” an _ espe- 
cially decorated and equipped train 
carrying over 40 motion picture stars 
and featured players, introduced the 
General Electric kitchen to over 
5,000,000 people in 22 cities. 
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DISTRIBUTORS: 
CLARION Is Ready to 
Discuss Sales 


<3 
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RADIO 
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_» Goes Mll-Out For 
| Peace-Time Sales 


Plans — E 


«+. youll see as fine and complete a line of radios as 
skilled designers and engineers.can produce; a line that 
will offer true values, distinctive styles in a range of prices, 
and great performance. 

Prepare now to tap the rich market that awaits the day 
when sets are again available. Plan with CLARION for 
your part of the tremendous demand that is bound to follow 
the war. 

The Warwick Manufacturing Corporation, with manu- 
facturing achievements and a financial stability that give 
it a high place in the radio world, is completing its dis- 
tributor and dealer organization. 

Our highly skilled engineering staff has been performing 
splendidly for the Government and the Armed Forces. 
The same ability will be applied to the production of 
equipment for a public that is hungry for radios. 

You'll want to see the CLARION line. You'll be proud to 
handle it. It will pay you to begin preparations now for a 
CLARION franchise. Our Sales Department will provide 
you with plans that will prove profitable, and our adver- 
tising and sales promotion will build a leadership from 
which you can profit handsomely. 

Use the coupon below in requesting further information 
and our GET ACQUAINTED BROCHURE. 


F.M.... Television . . . Electronics 


WARWICK MANUFACTURING CORPORATION 
CHICAGO 44, ILL. 


TODAY IS NONE TOO SOON TO BE 
THINKING ABOUT YOUR POST-WAR PLANS 


€ 

® Warwick Manufacturing Corporation 
: 4650 West Harrison St., Chicago 44, Il. 

a Please send information and your Get Acquainted 
= Brochure. 

a 
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War or no war. 





..-- Mrs. Jones is 


“Selling” three KitchenAid Mixers! 


The war has stopped us from 
making KitchenAid Mixers—but 
it takes more than a priority to 
keep an enthusiastic KitchenAid 
user from selling her friends. Now, 
as always, the woman who owns a 
KitchenAid is our best salesman. 
And there are thousands of them. 
What do they say across the 
luncheon tables, and over the 
fences, and over the phone? 
They say that the KitchenAid 
is more than a mere kitchen “gad- 
get”. It’s a kitchen machine that 
is strong enough and powerful 
enough to take the elbow-grease 
out of the really hard kitchen jobs 


The Hobart Manufacturing Co., 
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—mixing, mashing, juicing, whip- 
ping, and such, 

They say it is easy to use, easy 
to clean, and ever so fast. 

They say it is built to last and 
not merely to sell—that you don’t 
have to get it repaired or rebuilt 
every whip-stitch. 

They say that a KitchenAid 
may cost a little more — but it 
gives a Jot more in daily relief 
from kitchen chores, 

They’re saying these things 
now and are building your post- 
war market for KitchenAids. 
That’s why it’s not too soon to 
plan your KitchenAid display now. 


TWO 
ITCHEN AIDS 


KITCHEN AIDS 


1. MIXER 
Super-powered for 


2. COFFEE MILL 
For the freshness 
and flavor of 


ind coffee 





Kitchen Aid Division © Troy, Ohio 














Stromberg-Carlson 


Coordinating the company’s entire 
promotion and advertising program, a 
public relations department has been 
organized by the Stromberg-Carlson 
Co., as an important step in its post- 
war planning, it was announced re- 
cently by Lloyd L. Spencer, vice-presi- 
dent and general sales manager of the 
company. 

Stanley H. Manson, sales promotion 
manager and executive secretary of the 
company’s labor-management commit- 
tee, will head up the new department, 
which will not only plan and direct ad- 
vertising and publicity, but will handle 





STANLEY MANSON 


sales promotion, dealer and consumer 
relations, and direct the company’s 
publications. 

Stanley H. Manson has long been 
identified with the communications in- 
dustry since 1927 when he joined 
Stromberg-Carlson. In 1930 he was 
made office manager of the Atlanta, 
Ga. office. The following year he went 
to Miami as sales manager of the 
Philpitt Music Stores. Returning to 
Rochester, Mr. Manson accepted a 
position as radio sales manager of the 
Rochester Gas and Electric Corp. Re- 
joining Stromberg-Caslson in 1933, he 
became sales representative for the 
Rochester and up-state New York 
territory. Transferred in 1940 to Kan- 
sas City, he became radio sales man- 
ager there. In 1941 Mr. Manson was 
appointed sales promotion manager at 
Rochester. 

F. Leo Granger has been appointed 
radio service manager of the company, 
it was also announced. Mr. Granger 
succeeds Mr, Manson, who has super- 
vised consumer service during the war 
period. 





LEO GRANGER 


Leo Granger joined Stromberg- 
Carlson in 1924 as an assembler in the 
Radio Production Department. In 
November 1927, following extensive 
training in radio inspection testing and 
aligning, he was assigned to field 
service work in New York and the 
Southern states. From 1929 to 1932, 


FEBRUARY, 


1944—ELECTRICAL MERCHANDIS'!N§ 






Mr. 
detail work for the Service Division, 
During the period 1932 to 1941, M; 
Granger operated his own radio + etajj 
sales and service business, Albright ¢ 
Granger. In August 1941 he rejoing 
Stromberg-Carlson. 


Granger handled the generaj 


Porcelain Enamel Institute 


The Porcelain Enamel Institute, of 
Washington, D. C., announces the ap- 
pointment of Edward Mackasek as 
development engineer. 

Mr. Mackasek was formerly execy- 
tive vice president of the Beaver 
Enameling Co. of Ellwood City, Pa 
A graduate of Cooper Technica! Ip. 
stitute, he is a qualified engineer with 
a sound knowledge of structural and 
mechanical design as related to the 
development of products to be porcelain 
enameled. . 

It will be Mr. Mackasek’s task ip 
his new capacity to direct the market. 
ing program of the Porcelain Enamel 
Institute, develop new products, pre- 
pare technical data, and coordinate the 
Institute activities with the specific 
needs of its members. 


Cleveland Electric 
Illuminating Co. 


Will T. Clark has been named man- 
ager of the residential division of the 
Cleveland Electric Illuminating Co. 
and will take over some of the duties 
at the Cleveland Electrical League 









W. T. CLARK 


formerly performed by J. E. North, 
League president, according to 
recent announcement in The Leaguer. 
Mr. North is now sales manager for 
the power company. 

Mr. Clark joined the league in 19 
and since that time has served as 
member of the speakers’ bureau, 29 
director of promotional activities be 
fore the war, and later as secretary 
He was formerly director of lighting 
sales for the Pennsylvania Power ° 
Light Co. and has been associated w! 
both the lamp and plastics division 0 
the General Electric Co. 


General Electric Plastics 


Frank W. Warner has been ame 
successor to Henry M. Richardson 
chief engineer of the Plastics Divisiot 
of General Electric, William H. Mil 
ton, Jr., manager of the divisions 
announced today. 

Warner has been a plastics d 
employee since June, 1931, ©! 
after the formation of the division, a” 
has been in charge of engineer 
velopment of all divisions since 
this year. 
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NEWS IN 1898... 


An Eme 
HAIR DRYER 


The first electric hair dryer, 


shown here, was 20 ingenious 
combination of a gas burner 
and a blower driven by a” 
Emerson-Electric motor. Able 
to dry the heaviest “suit” of 
hair in 10 minutes, it was @ 







1) 


sensation. 


NEWS IN 1904. 


An Emerson- 
PLAYER PIANO 


Imagine ev eryone’s sur- 
hen a piano first 
4 itself! This fa) 
occurrence 1% 


prise w 
playe 
memorable 
was made possible by 
the installation of an 
Emerson-Electric mo- ‘f 

“What will they 

ple 


tor. 


think of next?” peo 
asked 


The invention of labor-saving appliances made swift 
strides after the development of electric motors. 
Shown above are a few of the many instances where 
Emerson-Electric worked with manufacturers to 
make news in the pioneering days. Some of these 
early ideas blazed the trail for new standards of 
comfort and convenience—even created whole 
industries. 

Today Emerson-Electric is making news by de- 
voting its 53 years of precision craftsmanship to 
the creation and production of vital weapons of 


rson-Electri¢ Motor 





Electric Motor Drives a 


News is still being made 
with Zmerson-Electric Motors 


EMERSON [25 ELECTRIC 
































NEWS IN 1899--- 
An Emerson-Electric Motor D 
SEWING MACHINE 


at the 


rives a 
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An historic event 
turn of the century— 45 
the development of an 
Emerson-Electric motor 
for attachment to the foot- 

sewing machine then 
were glad f4 
of “deadly 































in use. Women 
to hail the end 
pedaling” 




























NEWS IN 1908.. 
An Emerson-Electric Motor D 
FURNACE BLOWER 


home heating dawned 


son-Electric motor- 


rives a 







A new day in 
when an Emer 
driven blower was 


















first attached to @ 

warm air furnace, to 
distribute the heat 
y all over 



















uniform! 
the house. 





war, contributing seasoned skill and experience, 
acquiring invaluable knowledge of new materials 
and processes. 

The records of the past prove that there are no 
frontiers for Emerson-Electric motors. Victory will 
find Emerson-Electric ready to meet the challenge 
of postwar America with more efficient motors, to 
power the new appliances and equipment. 








Today Emerson-Electric power-oper- 
ated gun turrets and electric motors 
for aircraft are in active service on 
all bottle fronts of the world. 










THE EMERSON ELECTRIC MANU FACTURING CO. 
SAINT LOUIS 3, MO 
Branches: New York + Chicage « Dewoit + 











Los Angeles + Davenport 
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These Leading National Magazines Will 
Carry “U” Plan Advertising in 1944. 


SATURDAY EVENING POST 

GODD HOUSEKEEPING 

LADIES’ HOME JOURNAL 

WOMAN'S HOME COMPANION 
BETTER HOMES & GARDENS 

FARM JOURNAL AND FARMER’S WIFE 
ELECTRICITY ON THE FARM 


LOOK 

McCALL’S 
AMERICAN HOME 
PARENTS’ 

SUNSET 

HOUSE BEAUTIFUL 
HOUSE & GARDEN 
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You must be identified as a ‘‘U” Plan for ‘““V’”’ Day dealer now in order to cash in on Universal’s 
big post-war planning campaign which is sweeping the Nation. 

Thousands of dealers have already signed up. Don’t sit back. Act today! There is no time to 
lose. Universal’s big full page consumer advertising program in color appearing in 14 leading 
national magazines starts in the February issues of Ladies’ Home Journal and McCall’s on the 
stands in January. Forty million messages like these in 1944 will establish your store as Post- 
War Planning Headquarters. It costs you nothing. Do your part now! 


HOW TO BECOME A “U” PLAN DEALE 


1. To become a “U” Plan for “V” Day dealer today, coa- 


tact your nearest Universal distributor. Simply say, “I 
to Eecome aU Plan for ‘V" Day dealer,” The “U" Plan 


has-been contributed by Universal in the interests of dowa- 
to-earth post-war planning and is available to all dealers 


in the industry. If you don’t know who your distributor is, 
wire or write Landers, Frary & Clark, New Britain, Conn. 


2. Take the first step now. Cl the coupon in this adver- 
tsement. Send it to Dep. EM, Lander, Feary & Clark 
New Britain, Conn. and you will receive by return mail 

a complete Plan Book which explains the “U” Plan for 
“V” Day and tells how to make it work for you. 


3. Dist socuns vous Suse Sune sine a mn vane 
us at 


nearest Universal distributor or direct 
tory. This package Met Pun tasdeenens © demon 


resale y sand spas 


store as “U” Plan Saat 
-up of national coum folder, Wat 
Bond ripe yanwel yaa: ‘indo 


ane at 


~ CAPITALIZE ON THIS BIG OPPORTUNITY 


1. Thousands of customers right in your community are 

pted in Universal advertisements out in January 
Saleh’ che their post-war thinking now and to discuss 
their post-war purchases with you. But you must do your 
part. Identify your store today as “U” Plan Headquarters. 
Send for the free Plan Book and promotional package. 


2. After identifying your store with “U” Plan decal, win- 
dow display, counter cards and banners, prepare your pri- 
ority or Prospect system. Be ready to intelligently discuss 
et post-war needs with them. You can clearly 


their wants and then translate them into potential 


post-war orders on your books. 


- 


3. Get set now to capitalize on store traffic for immediate | 


_ Sales of available merchandise and appliance servicing. In- | 
; ete on comadrepron iment 


Plan. rs store displays to attract attention. “U” Plan 
promotion will direct 


of utilizing the “U” 


' customers to your store. it’s up to 
_ you to capitalize on their post-war interest. 
a ee aa 








—- 


Ask yourself — can lI afford to miss tying in with the "U”" Plan 
for “V” Day. Universal is contributing the Plan, the National 
Advertising, Plan Books and Promotional Package. You invest no 
money — you merely fill out the coupon below to get started. Do 
it now! The Plan Book tells you how the “U” Plan for "V” Day 
helps you ten ways. 

1. It provides a flexible, fair and orderly plan for handling a large 
volume of business during the competitive post-war period. 


2. It creates a backlog of potential orders identified as to customers’ 
names and addresses. 


3. It indicates the type and price range of items likely to be de- 
manded by your customers, thus guiding your purchases more 
accurately. 


4. It lowers selling costs by directing customers into your store 
without the expense of field calls and other promotion. 


5. It establishes your store now as appliance and housewares head- 
quarters for post-war sales. 


6. It develops store traffic for the immediate sale of available 
merchandise. 


7. It brings you into contact with prospects for immediate appli- 
ance servicing. 


8. It helps you renew friendly relations with old customers and 
introduces you to that big 3 million market of newly-weds. 


9. It identifies you with a nation-wide effort to step up the sale of 
War Bonds. 


10. It pre-sells 135 million Americans on the quality and wide 
range of Universal household equipment and favorably establishes 
the identity of the Universal trademark. 











LANDERS, FRARY & CLARK 
New Britain, Conn. 








Gentlemen: 





Name 
Address 


City State 
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Dept. EM i 
Please send free ‘““U” Plan for ““V” Day Plan Book to { 
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...the SMITHway 


That's the modern and convenient way of doing it. Yes, 
there’s only one SMITHway and nothing else like it. If 
you are interested in selling profitably in a market that is 
demanding newer and higher standards of perfection in 
hot water convenience, sanitation, 
and cleanliness... the SMITHway 
Permaglas is your answer. 


What's more—it’s clean hot 
water—just as clean as the water 
you drink— because SMITHway 
Automatic Electric Water Heaters 
are lined with Permaglas. And 
Permaglas 1S actually glass—a smooth, lustrous, sanitary 
blue glass lining, permanently fused to the inside of 
SMITHway tanks. Permaglas has a real inside story that 
you will want to know more about. Write for further 
information. 





A. O. SMITH CORPORATION 


Milwaukee 1, Wisconsin 


Offices at: New York, Pittsburgh, Chicago, Tulsa, Houston, Los Angeles, Seattle 


GmMitnway 









Landers, Frary & Clark 


Miss Margurette Reinhart of Boise, 
Idaho has been appointed director of 
Universal’s newly organized Labora- 
tory of Modern Living, it was an- 
nounced recently by Landers, Frary 
& Clark. 

Winner of the 1942 Laura McCall 
Award for her outstanding contribu- 
tion to the advancement of electrical 
living while home service director of 
the Idaho Power Co., Miss Reinhart 





MARGUERETTE REINHART 


is widely known for her excellent work 
in the electrical field. The award was 
presented in recognition of her work 
in organizing and directing the Home 
Service Department of the Idaho 
Power Co. in a unique consumer edu- 
cational campaign designed to develop 
broad application of electric power on 
farms throughout rural extensions 
added by the company. 


Sylvania Electric Products 


Fred Fulle, veteran of almost 20 
years in the lighting industry, has 
been appointed product manager of 
cold cathode lighting in the lighting 
division of Sylvania Electric Products 
Inc., it was announced recently by 
R. H. Bishop, Lighting Division sales 
manager, 

Beginning in factory work with 
Claude Neon Lights Inc., in 1926, Mr. 
Fulle rose to sales manager in 1928 
and vice president in 1938. In 1936, 
he went to Europe to survey ad- 
vanced lighting in Paris and London, 
and after he returned he supervised 
sales, engineering and manufacture of 
installations at the New York World’s 
Fair. 





FRED FULLE 


For the last three years, Mr. Fulle 
has been with the Federal Electric 
Co., first as manager of the New York 
and Philadelphia offices and later in 
Chicago as assistant manager of its 
lighting division. 
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Westinghouse 


Miss Camille Beauchamp, for seven 
years home economist for Westing- 
house in the southeastern district, 
has been appointed assistant director 
of the Company’s Home Economics In- 
stitute at Mansfield, Ohio, it was an- 
nounced recently by Mrs. Julia Kiene, 
director. 

The new assistant director succeeds 
Miss Charlotte Ferris who resigned 
to become the wife of Reese Mills, 





CAMILLE BEAUCHAMP 


assistant manager of the Westinghouse 
Electric Appliance Division. 

In her new position Miss Beau- 
champ’s main duty will be to assist 
Mrs. Kiene in the preparation of 
Health for Victory meal planning 
guides now used by more than half 
a million housewives. Another re- 
sponsibility will be the testing of such 
post war appliances as automatic 
washers. 


Gar Wood Industries, Inc. 


G. A. Bassett, president of Gar 
Wood Industries, Inc., Detroit, an- 
nounced the appointment of Donald J. 
Luty to position of general manager of 
the heating division. 

Mr. Luty has been with Gar Wood 
Industries, Inc. for 14 years and was 
assistant general manager of the heat- 
ing division for many years. He also 
held the title of chief research engi- 
neer of the company. 


Blackstone 


Out of the Army Air Corps and 
right into the Blackstone Corp. as 





division salesmanager with headquart- 
ers in Houston, Texas, has been the 
experience of George Turney. New 
territory will include southeastern 
Atlantic and all Gulf Coast states, in- 
cluding Texas. 
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on behalf of its employees and dealers 


PROUDLY PRESENTS 
A GREAT RADIO PROGRAM 


COAST TO COAST NETWORK STARTING FEBRUARY 27TH 





AND EVERY SUNDAY THEREAFTER* 


HERE'S THE THRILLING, HEART-WARMING STORY OF AMERICA IN OUR 
times—a story of love and hate—of hope and conflict—of courage 
and sacrifice. , 

It is the story of your town, of the people you know—the people 
you work with and play with—of the boys you sent off to war and 
the people who are waiting for them to come home. It is the story 
of every town and every city in America. It is Green Valley, U.S.A. 

This program which was broadcast for many, many months as a 
public service by one of the great radio networks received the 
enthusiastic endorsement of leaders in every field of public life. 

Top stars of stage, screen and radio will make weekly appearances 
in Green Valley, U.S.A.—and the entire series will be woven together 
by the inspired narration of famed Santos Ortega. 





Why does Emerson embark on a radio program of this magnitude 
at a time when we have no civilian sets for sale—when all of our 
facilities are devoted to the war effort? The answer is that we are 
building for the future—for your future and for ours. We are build- 
ing for that perhaps not too far distant day when we shall once again 
be able to build the world’s finest small radios and you will again 
be able to sell them. Green Valley, U.S.A. is part and parcel of 
Emerson’s post-war planning. 

In the meantime, this program will urge your customers to con- 
sult you for service on their present Emerson receivers and will stress 
the importance of the Emerson Radio dealer in every community. 

Tune in and invite your friends to tune in to Green Valley, U.S.A. 
every Sunday afternoon over the coast-to-coast Mutual Network. 


*MUTUAL, YANKEE, TEXAS STATE, DON LEE NETWORKS 
Tune in: 5:00 p.m. Eastern War Time—4 p.m. Central War Time— 3:00 p.m. Mountain War Time— 2:00 p.m. Pacific War Time 


Hitch YOUR Business to this New Star on the Radio Horizon 


Local newspaper advertising, window and store displays, wide publicity and other dramatic pro- 
motion will identify YOU with this fine Emerson Radio feature. Ask your distributor for details. 
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EMERSON RADIO AND PHONOGRAPH CORP., 111 Eighth Ave., New York 11, N.Y. 
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What better harbinger of the return to Peace than the chimes 


| 


of carillon and church bells in every steeple. 


Though engaged 100% in war production, Rittenhouse is 
preparing for that day of final victory. Looking ahead to the 


time when Rittenhouse door chimes will be sold once again in 


an Ame rica at peace 


[heir improved appearance and design will come from the 
, table of one of the nation’s foremost designers. And 
the superior performance and tone quality which have always 
distinguished Rittenhouse Chimes will be the result of exten- 
sive experience plus research and skillful engineering. 


These innovations will be further augmented by consistent 


nation-wide advertising and sales promotional material. And 


| 


effective, down-to-earth merchandising plans—to supplement 


your own sales efforts—will be constructively influenced by 


Our continuing surveys of post-war possibilities. 


Plan now!—in confident expectation that Rittenhouse 


values styling quality performance will accurately 


meet the demand of trade and public preference 
THE A. E. RITTENHOUSE COMPANY, IN¢ 


Hone Fa N Y ork 














DOOR CHIMES 







Lloyd O. Brewer of the Newton (lowa) Daily News presents a plaque to Fred 
Maytag Il, president of The Maytag Co., at the celebration staged by the 
Newton Chamber of Commerce in honor of the Maytag Company's 50th 


anniversary. 


Maytag Company Observes 


50th Anniversary at Newton 


The Maytag Co. celebrated its 50th 
anniversary recently, and featured an 
exhibit of its products. But contrary 
to usual practices there was one wash- 
ing machine on display in a room filled 
with war time products of the com- 
pany 

On show were the following: 

An Allison engine used on such 
planes as the Warhawk, Lightning, and 
Airacobra, and the numerous aluminum 
casting for that engine made in the 
Maytag foundry 

A Packard-Rolls Royce engine used 
on fighter planes such as the Mustang, 
on P T boats, the Lancaster bombers, 
and its aluminum parts cast in the 
Maytag foundry. 

Hydraulic actuating devices which 
operate the wing mechanism, the bomb- 


bay doors and the landing gears for 
B-26 and A-30 planes, all made by 
Maytag workers. 

Eclipse electrical assembly for Boe- 
ing B-17 Flying Fortresses, which 
operates the landing gears, wings and 
bomb-bay doors. 

One board had a display of the 136 
parts of the hydraulic cylinder used at 
the start of the war, and the 69 parts 
of the Maytag design cylinder now in 
use, 

A plaque expressing the appreciation 
of the town of Newton, Iowa, for the 
“world wide fame” brought to the 
city by Maytag was presented to 
president Fred Maytag II by L. O 
3rewer representing the Chamber of 
Commerce. 

Speaker of the day was Lt. Col. 





- 


War products of The Maytag Co. were explained to a group of the 3,000 who 
visited the plant on the 50th anniversary of the company. The tour was con- 
ducted under army approval, and the visitors were the first groups to be taken 
into the buildings since the start of war work. Here Dan Brady of the-engineer- 
ing department explains a display of parts that are used in the interior of the 


Boeing Flying Fortress. 
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Charles W. Kerwood, U. S. Army Air 
Forces, who told how he had seen 
these Maytag made parts operate on 
combat missions, and how the perfect 
operation of hydraulic landing gears 
had saved his life during a forced land- 
ing on soft sand during the African 
campaign. The plane was loaded with 
fragmentation bombs, he said, which 
explode with the slightest jar. The 
hydraulics cushioned the shock and 
the plane and all the men returned to 
combat. 

Maytag was founded in 1893 and 
manufactured the first band cutter and 
self feeder for threshing machines. It 
later expanded its line to a wide variety 
of agricultural implements and started 
the manufacture of washing machines 
in 1907. It pioneered with the first 
swinging wringer, the first attached 
gas engine washer, the first all-alumi- 
num tub, and the first gyrator. 

Fred Maytag II is the fourth mem- 
ber of his family to be head of the 
company. The others were Fred L. 





A member of the cast of the tableau, 
“Maytag through the years,” is dressed 
in the garb of long ago and expressed 
wonder at the shiny enamel and alumi- 
num that make up the modern washer. 
Incidentally this washer, the 4,000,000th 
produced by Maytag, is the only one of 
its kind owned by the company. 


Maytag (1895 to 1921), L. B. May- 
tag (1921 to 1926), and E. H. May- 
tag (1926 to 1940). 

The other officers are executive vice- 
president and treasurer, George M. 
Umbreit; vice-president, Roy A. 
Bradt; vice-president in charge of 
manufacturing, A. H. Taylor; secre- 
tary Will I. Sparks; and assistant 
secretary, E. L. Nelson. 


Warren-Norge Changes 
Name to Warren-Connolly 


On January 1, the Warren- 
Norge Co., Inc., distributors of Norge 
home appliances in the New York city 
area, changed its name to the Warren- 
Connolly Co., Inc., according to an 
announcement by C. B. Warren, presi- 
dent. 

The change gives recognition, Mr. 
Warren said, to the effective part 
W. J. Connolly, vice-president and 
treasurer of the company, has played 

building up the affairs of the con- 
ern 





Yes, iron wire might be used as a heating ele- 
ment, but at very low temperature indeed. If it 
ran at red heat, it would burn out in a jiffy, as 
you well know. All other wires (except plati- 
num) likewise burned out too soon, until 
Chromel was discovered, back in 1906. It’s easy 
to take Chromel for granted, because it ranks 
with a lot of other good things. We talk about 
it, merely to keep you mindful that Chromel 
just about did create the heating device indus- 
try, and made electric heat practical and useful 
in so many ways. For technical data on Chromel, 


ask for Catalog-M. 


HOSKINS MANUFACTURING COMPANY 
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HOSKINS 
CHROMEL 


ELECTRICAL HEATING ELEMENT 


WIR 


DETROIT 





8, 





MICHIGAN 
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This advertisement 
will appear in 


THE LADIES’ HOME JOURNAL 
GOOD HOUSEKEEPING 
BETTER HOMES & GARDENS 
THE AMERICAN HOME 
HOUSE BEAUTIFUL 
THE PARENTS’ MAGAZINE 
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Get Acquainted with YOUR 
KITCHEN BUSINESS 


YOUNGSTOWN kitchens are being kept before 
the public in large space, full color advertisements, 
such as the one illustrated. This continuous con- 
sumer advertising is building a strong list of 
prospects for YOUNGSTOWN dealers after the 
war ... Cash in on this reservoir of business by 
getting details about YOUNGSTOWN dealer- 
ships NOW. 


Youngstown hitchens 


YOUNGSTOWN PRESSED STEEL DIVISION - 


MULLINS MANUFACTURING CORPORATION + Warren, Ohio 
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REFRIGERATION CLASS—The interest created last year by the refrigeration 
service classes held in various communities throughout West Penn Power Co. 
territory brought such a demand for the continuation of the courses that they 
have been resumed. The classes are under the direction of local school boards 
and are sponsored by the State Department of Public Instruction. Above, a 
typical class works out under instructor E. G. Fields, using boxes furnished by 
cooperating dealers. 














War Manpower Commission’s 
training program for refrigerator re- 
pairmen was in operation late last 
month in three major cities. Cleve- 
land, Minneapolis and Hartford or- 
ganized permanent committees to ad- 
minister local programs under War 
Manpower Commission and United 
States Employment Service guidance. 


Workers Have Left Trade 


Meanwhile, in a move to get re- 
pairmen now working at less vital 
tasks back into the refrigeration serv- 
ice industry, WMC requested any such 
workers to re-enter their peacetime 
fields. About 19,600 of the 28,000 re- 
pairmen in domestic service when the 
war started have left the trade, WMC 
pointed out, warning that the shortage 
of trained repairmen constitutes a 
“serious threat” to national health. 

WMC directed USES to take action 
to return to their original jobs repair- 
men not working above the skills of 
their refrigeration experience; en- 
courage part-time employment in the 
refrigeration industry of persons who 
have adequate skills; collaborate with 
the Office of Civilian Requirements to 
put the refrigeration industry on an 
equitable basis with other essential in- 
dustries in retaining and recruiting 
workers ; certify the need for training 
where such need exists, and utilize apti- 
tude tests in selecting trainees. 

WMC’s training program has been 
spurred by issuance of a handbook 
outlining methods of organization for 
local committees, operating the pro- 
gram and actual courses of instruction. 
The program had been more or less 
marking time pending completion of the 
program guide. 


Coordinators Appointed 


President Tom P. Walker of the 
Council of Electric Operating Com- 
panies, however, reported that interim 
activity between announcement of the 
program issuance of the guide saw 
appointment locally of 94 temporary 
coordinators in areas representing 10,- 
700,000 of the 32,300,000 connected 


commercial and domestic electric 
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WMC Program for Refrigerator 


Repairmen in Operation 


meters in the country. Temporary 
coordinators, often employes of local 
electric companies, complete prelimi- 
nary organizations of committees 
which ultimately sponsor the training 
program. 


FM Development 
Outlined by Fly 


Frequency modulation development 
now is at a point where the restric- 
tion imposed by the war on the manu- 
facture of radio equipment for civilian 
use actually is proving a boon to the 
future of the industry, members of 
FM Broadcasters, Inc., at their fifth 
annual meeting in New York, were 
told by James L. Fly, chairman of 
the Federal Communications Commis- 
sion, who pointed out that this period 
afforded engineers and manufacturers 
an excellent opportunity to blueprint a 
highly efficient industry for post-war 
days. 

Warning the industry to avoid op- 
portunistic impulses and hasty manu- 
facture in quantity of cheap equip- 
ment, Commissioner Fly urged full de- 
velopment of the potentials of FM in 
terms of comprehensive public serv- 
ice upon the finest engineering basis. 
As an index of the vast possibilities 
of frequency modulation in the civilian 
field in the post-war era, he reminded 
members that a half-million FM re- 
ceivers were sold in the brief interim 
between the first offering of such sets 
and the freeze order on all radios for 
civilian use. 

Major Edwin H. Armstrong, frequen- 
cy inventor, stressed the need for the 
allocation of additional transmitting 
channels. William D. Boutwell, re- 
search director of the U. S. Office of 
Education, foresaw FM ultimately car 
rying such courses as typing and short 
hand into even the most isolated, smal! 
country schools. The education com 
mission, paving the way toward that 
goal, already is seeking triple th: 
width of the present educational band 
Boutwell reported. 
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c- tomers and dealers throughout America during 1944. 
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HOUSEWARES e TOYS e APPLIANCES 


TOMORROW'S 
HEADLINERS 


nooga, Tennessee, as the result of a two-weeks campaign conducted through schools by 


the Electric Power Board of Chattanooga. Included in the appliances thus salvaged 
were 405 irons, 102 toasters, 46 percolators and 28 waffle irons. Most of them will be 
R S repaired and sold into homes where they are needed. 


2-Week Drive Nets 
582 Old Appliances 


TOTAL of 582 broken or burned _ paired in the Appliance Repair Depart- 

| out small electric appliances have ment of the Electric Power Board as 
been salvaged as the result of a two- these repairs can be scheduled along 
weeks campaign through city and with the regular work. The repaired 
county schools carried out by the irons will be resold under O.P.A. ceil- 
Electric Po wer Board of Chattanooga ing prices to Chattanooga families who 
under which school children were paid do not have an electric iron. Those 
in war stamps for each appliance appliances which can not be repaired 
turned in at the schools. In all, 405 under the ceiling price will be sold to 
irons, 102 toasters, 46 percolators and the customer unrepaired and the cus- 
28 waffle irons were thus recovered and tomer can arrange for the repair of 
started back toward service in homes the appliance under the normal repair 

, oe os a: ; where they are badly needed, accord- Program. 
Live Distributors—Write Dept. E-4 ial ta GE Dillon, Se. actiet onhes 
manager. 
Before the campaign opened, rep- 

resentatives of the Electric Power General Mills Statement 

Board visited each school and gave On Appliance Plans 

each student a leaflet explaining the 

plan which paid the student in war Reports that the General Mills Co. 

stamps, 60 cents for each electric iron were contemplating entering the elec- 

or waffle iron and 30 cents for a toaster tric appliance field brought forth the 

















or percolator. following statement from James Ford 

The school turning in the highest 3ell, chairman of the board, recently: 

number of appliances per student en- “The company is increasingly inten- 

YESTERDAY... rolled was given a $25 prize contribu- _ sifying its research program, which of 
tion to their Parent Teachers Associa- necessity leads into many fields. To 

Economaster Heaters—Top Line tion. In each school whose number of | what extent, if any, the results of its 
Fans and Appliances. appliances exceeded one per ten stud- research program will be utilized is 
ents a $5 prize was given to the room’ a matter that has not been the subject 

TODAY... turning in the maximum number of of formal action. The cempany is in 
appliances. no position to state future plans other 

Happy Valley Baby Furniture, Spot radio announcements were used _ than those that have had the approval 
Cinderella Step Stools, Moto on all three local radio stations and of the board. Rumors of its entrance 


very fine cooperation was obtained in into various fields should not be cred- 
all of the fifty-eight schools participat- ited until the board takes action and 
Toys, Guns, Carts, Swings, and ing makes announcement in accordance 
The appliances turned in will be re- therewith.” 


Home Utility Cabinets, Top Line 









the Top Line Home Dehydrator 


TOMORROW . 


All these—and NEW HOME AP- 
PLIANCES, TOO! 








Buy War Bonds today-... 
Top Line Appliances tomorrow 










GAROD SPECTACULAR—Garod Radio Corp. have just unveiled this big bill- 
board at 47th Street in New York City where it is estimated that it is viewed by 
over a million people a day. The purchase of war bonds now is urged in the 
message with the suggestion that they will help buy that post-war radio. 


ECONOMASTER IS THE TOP LINE HEATER 
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Thousands and Thousands of People 


are coming to THOR dealers 
to sign the THOR Priority Register! 


Invite your customers to reg- 
ister with you. Take advan- 
tage of this simple, practical 


plan for post-war profits. 


ELECTRICAL MERCHANDISING—FEBRUARY, 


Of course you know that 
thousands and thousands of people 
are praying for electric washers. 
They want one as soon as the 
government says ‘“‘yes.”’ 

The Thor Priority Register gives 


you a quick, simple way to 


capitalize on this interest —to 
assure your customers of preferred 
attention when the time comes— 
—and to give you the finest possible 
list of prospects. 

There is no obligation on the 
customer’s part, no deposit, no red 
tape. You agree to give each signer 
the opportunity to buy a washer, 
when released, in priority order. 

Send for a Priority Register 
now. Advertise it locally—and see 
how people will flock to your 


store to sign it. 


HURLEY MACHINE DIVISION 
Electric Household Utilities Corp. 
54th Avenue and Cermak Road 


Chicago, Illinois 
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When peace comes... 


it will be Grand 
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The thousands of Grand Ranges in ser- 
vice today are the best Grand Range 
salesmen you could have for the new 
line of ranges we will have available 
after the war. Women who have once 
enjoyed Grand’s efficiency and con- 
venience will not easily be sold any 
other brand. 


But just to make sure, Grand is now 
preparing new features .. . new ideas 
... that will make the next line a must 
for every woman who needs a new 
range. For example, that line will 


feature a CP Range. 
With a CP (Certified Performance) 


Seal added, your line of post-war. 


Grands will be an irresistible attrac- 
tion for every homemaker! 


GAS RANGES 


GRAND HOME APPLIANCE COMPANY « CLEVELAND 


OHIO 


ASSOCIATION ACTIVITIES 








Association Formed 
in Massachusetts 


Taking a leaf from what other 
associations have been accomplishing 
over the country, the Massachusetts 
Radio Appliance and Furniture Asso- 
ciation announced its organization in 
Boston, September 1. 

Officers and directors are as fol- 
lows: Harry Sussman, chairman, 
National Sales Co., Cambridge; Al 
Weiner, treasurer, Al’s Radio Co., 
Lawrence; Miss Lillian Kaplan, Pick- 
ard Furniture Co., Amesbury; Mrs. 
Gertrude Robillard, H. Poiriers Fur- 
niture Co., Lowell; Robert H. Knight, 
Newburyport; Joe General, General’s, 
Dorchester; Walter King, King’s 
Radio Co., Lynn; Sam Hurwitz, Sam’s 
Auto Supply Co., Norwood; Jack 
Seeley, Seeley’s Radio, Chelsea; Joe 
Sallet, Sallet Furniture Co., Allston; 
Frank James, Waltham Rug & Wall- 
paper Co., Waltham. 


O'Brien Heads 
N. Y. Association 


S. J. O’Brien, president of S. J. 
O’Brien Sales Corp., recently was 
elected president of the Electrical and 
Gas Association of New York at its 
annual meeting. Other officers elected 
were: first vice president, T. F. Barton, 
vice president, General Electric Co.; 
second vice president, T. H. Joseph, 
president, E-J Electric Installation 
Co.; third vice president, Norman L. 
Meyers, eastern manager, Electric 
Appliance Division of Westinghouse 
Electric & Mfg. Co.; fourth vice presi- 
dent, H. C. Calahan, district manager, 
General Electric Supply Corp.; treas- 
urer, James A. Sackett, sales manager, 
Kings County Lighting Co.; secretary, 
C. A. Norton, sales manager, Pierce 
Laboratory, Inc.; and assistant secre- 
tary, John W. Walter, manager, East- 
ern Division, Apex Rotarex Corp. 


North Again Named 
League President 


J. E. North now begins his 21st 
consecutive term as president of the 
Electrical League of Cleveland. North, 
sales manager for Illuminating Co., 
again was named at the annual elec- 
tion of officers by the board of direc- 
tors. Filling the office of first vice 
president is John J. Bohning while 
A. L. Perry was elected second vice 
president. Harry Hutchisson, treas- 
urer, was re-elected and S, E. Strunk 
chosen secretary of the league. 


Goodman Heads 
Portland Electric Club 


Jay J. Goodman of the Northwest- 
ern Electric Co. succeeds Walter L. 
May, Portland General Electric Co., 
as president of the Portland Electric 
Club. Other officers include: Stanley 
Burkholder, U. S. Rubber Co, First 
vice president; T. W. Fitch, Portland 
General Electric Co., second vice presi- 
dent; A. M. McLean, Portland Public 
Schools, secretary; W. B. Portouw; 
Fouch Electric Mfg. Co., treasurer; 
C. P. Osborne, Portland General Elec- 
tric Co., sergeant-at-arms; C. E 
Canada, General Electric Co., and J. 
H. Lake, IBEW, members of the exec- 
utive committee. 
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Miller Heads 
Philly Association 


Howard L. Miller, widely known 
electrical contractor, was elected presi- 
dent of The Electrical Association of 
Philadelphia for 1944 at the annual 
meeting of the Board of Governors 
recently. 

Mr. Miller, who is president of the 
Utilities Engineering Co., succeeds 





HOWARD L. MILLER 


A. L. Hallstrom, vice president of 
Graybar Electric Co., Inc. 

The other officers elected were: H. B. 
Bryans, executive vice-president of 
Philadelphia Electric Co., vice presi- 
dent; Philip H. Ward, Jr., president, 
Ward Electric Co., treasurer; and 
Robert J. Moran, Chief of Electrical 
Department, Middle Department Rat- 
ing Ass’n., secretary. 


Osterberger President 
New Orleans Group 


C. L. Osterberger was elected presi- 
dent of the Electrical Association of 
New Orleans at its December meet- 
ing. Pendieton E. Lehde was named 
executive vice president. F. Stern 
became vice president of refrigeration ; 
Lyman C. Reed, vice president of air 
conditioning and ventilation; J. W. 
Schroeder, vice president radio. 


Institute Elects 


A. H. Meyer, manager of the Mid- 
land sales district of the Lamp Depart- 
ment of the General Electric Co. was 
elected to serve as vice president of the 
Chicago Lighting Institute and thereby 
to fill the vacancy created by the death 
of John G. Learned, vice president of 
the Public Service Co. of Northern 
Illinois. 

A. H. Schneider, general sales 
manager of the Public Service Co. of 
Northern. Illinois was appointed to 
represent the company on the Board of 
Directors of the Chicago Lighting 
Institute, which position had also been 
held by John G. Learned. 

Other officers were reelected. They 
are Ralph G. Raymond, manager of 
electricity sales of the Commonwealth 
Edison Co. as president; G. K. Hard- 
acre, manager of lighting sales of the 
Public Service Co. of Northern 
Illinois as secretary-treasurer ; Carl W. 
Zersen, manager of the Chicago Light- 
ing Institute as assistant secretary- 
treasurer. 











SNIGHTS OUT’- 
OO PLAN FOR PEACE 


Bete we're as ‘all out" in the War effort as a plant 
can be. And among our many war products is some 
of the finest precision radio equipment in the Nation. 

BUT—we have our regular ‘nights out’’ when our 
key men are helping to design the radio picture of 
tomorrow. We're: 


1. Planning to absorb more than our share 
of service men. 


2. Planning to supply our dealers, immediately 
H. L. Hoffman, President of the Company, is the . x ; 
man who combined the best qualities of Mission following government release, with the 


the Hoffman Radio Corporation. He has aug- 


mented this staff with top-flight engineering and graph combinations possible to produce. 
production personnel and has built a company 3 —e . d aT d 
morale that has been responsible for the out- ° Designing an extensive advertising an 


standing war production record. Les, as he is merchandising plan to move these sets for 
known by his people and the trade, has worked 


with western dealer organizations handling our dealers (and fast). 
household and automotive products for over fif- mi 
teen years. Fortunate and unusual indeed is a Keep ‘‘tuned" to the aggressive merchandising plans of 


h d b h tst di | ° ‘ ” ° 
Canpahy DERE Sy Seen as eeeeneED wee a new company with the “know how” of an outstanding 
and merchandising executive. Les emphatically 


maintains that nothing will keep him from con- staff of experienced radio personnel. Write us for details. 
tinual personal contact with dealers. 


MANUFACTURERS OF MISSION BELL RADIOS .. 
O an MITCHELL-HUGHES PHONO-COMBINATIONS .. . 

ELECTRONIC AND COMMUNICATION EQUIPMENT 
SS a ee C @ es f. 


3430 SOUTH HILL STREE? LOS a Ce a , CALIFORNIA 
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free Lunterprise 


»- INCENTIVES AND 


There are three principal ways of making 


a living: 


1. Getting on someone’s payroll 


2. Lending one’s savings to business 
enterprises 

oc” alee 

3. Starting, or helping to start, a 


business enterprise. 


About three out of four of us fall in the 
first group — we are job-holders. Mil- 
lions of us get some income, large or 
small, by lending our savings — directly or 
through such channels as insurance com- 
panies. We are suppliers of loan-capital. 
\bout one out of four of us has his own 
business enterprise, and several millions of 
us are part owners of business enterprises. 
Those of us who go into business for our- 
selves and those of us who are part owners 
of enterprises are job-givers. 

The amount of employment in a com- 
munity depends, in the main, on the 
number of persons who attempt to make 
their living, or part of their living, by 
giving jobs to others, rather than by get- 
ting on someone’s payroll. A community 
seriously desiring a high level of employ- 
ment and a high standard of living will 
strive to make job-giving attractive and 
to encourage a large part of its popula- 
tion to be job-givers rather than merely 
job-holders. 

The number of men who attempt to 
make their living in whole or in part by 
starting new businesses or by expanding 
old ones depends upon the outlook for 
profits. When the outlook for profits im- 
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proves, thousands of new jobs open up 
and thousands of men go to work; and, 
as men go to work, the farmer and every- 
body else benefits. When the prospect 
for profits becomes darker, the demand 
for labor, capital, and raw materials 
drops. It may be roughly estimated that 
an improvement in the prospect for prof- 
its of one billion dollars raises the de- 
mand for labor by anywhere from two 
billion dollars to five billion dollars. 
One of the prineipal determinants of 
the outlook for profits is the amount and 
the nature of taxes. After the war, the 
Federal government will need to raise 
each year about twenty billion dollars in 
taxes — three times the amount required 
before the war, and six times the amount 
required in the Twenties. In the Twen- 
ties, the tax needs of the Federal govern- 
ment were roughly twice as large as cor- 
porate profits in a good year. After the 
war, Federal revenue needs will be rough- 
ly three times corporate profits in a good 
year. Obviously, it will be much more 
difficult, after the war, for the govern- 
ment to meet its needs without dis- 
couraging enterprise, and therefore 
without diminishing the number of jobs, 
than it was before the war. Far more 
than ever before, it will be necessary for 
the government in developing a tax pro- 
gram to take account of the effect of 
taxes upon employment and the standard 
of living. This means that it will be im- 
portant for each and every citizen to give 
attention to these matters — because the 


TAXATION 


policies of the government reflect, in the 
main, the thinking of the citizens. 

Some taxes seriously discourage indi- 
viduals and business firms from under- 
taking new and enlarged operations. 
Other taxes have little or no adverse ef- 
fect on investments. Some taxes are a 
burden on consumption, affecting the 
sales of specific commodities, depending 
on the nature of the taxes. It is obvious 
that different kinds of taxes have differ- 
ent economic influences. We must un- 
derstand the forces that determine 
the level of employment and con- 
sider the tax program in relation to 
other measures designed to create 
more jobs. 

What are the tests of a good tax 
system? 


1. Taxes should be designed to en- 
courage production and enter- 
prise and to make it attractive 
for a large number of people to 
earn all or part of their living 
by giving jobs to others. 


2. Taxation must be fair in prin- 
ciple and administration, with 
no discrimination between per- 
sons in similar circumstances. 


3. Taxes should be apparent and 
not concealed, and should be 
levied, in the main, directly upon 
individuals so that each of us 
will know how much our gov- 
ernment is costing him. A mod- 
erate income tax at the low r 
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income levels will bring a greater 
awareness of responsibility than 
will heavy taxes on consumption 
which the taxpayer does not see 
because they are hidden in the 
prices he pays. 


4, In the aggregate, taxes should be 
somewhat progressive. 


5. The tax system should be coordi- 
nated with the broader objectives 
of monetary and fiscal policy. 


6. Federal, state, and local tax poli- 
cies should be integrated as to 
principles and objectives. 


Judged by these standards, our present 
tax system is extremely unsatisfactory; in 
fact, it is actually damaging. It is a con- 
glomeration of hidden and direct taxes 
and of conflicting taxing jurisdictions and 
policies, with no comprehensive economic 
motive. It is distorted to appease pressure 
groups and includes uneconomic punitive 
measures. It is full of needless complexi- 
ties. It is a paradise for tax lawyers and a 
source of confusion and despair for the 
honest, enterprising business man. In fact, 
it would seem almost as if our tax laws 
had been written by some fifth columnist 
for the purpose of making private enter- 
prise unworkable. We in America pretend 
to believe in the pioneer spirit, but no one 
would ever suspect it by looking at our 
tax system. 

When the war is over, there must be a 
thorough reform of our entire tax system. 
Federal taxes can and should be reduced 
substantially; and, in the process of reduc- 
tion, changes can more readily be intro- 
duced. At that time, steps can be taken 
to achieve some degree of coordination 
and unity of purpose among federal, state, 
and local taxing agencies. ‘Taxes play too 
important a role in our total economic life 
to ignore the adverse consequences of un- 
related and inconsistent policies of differ- 
ent taxing jurisdictions. 

The following reform measures are 
needed in federal taxation: 


Be 


Repeal of the excess profits tax 
at the earliest possible date after 
inflationary dangers subside. In 
the case of most enterprises, the 
excess profits tax destroys all in- 
centive to do a larger volume of 
business than in 1939; it appro- 
priates virtually all increase in 
profits above the level of 1939. 


Coordinate corporation and in- 
dividual income taxes so as to 
avoid double taxation and im- 
pediments to risk-taking. Pref- 
erably, corporation income 
taxes should be wholly elimi- 
nated. Otherwise, the corpora- 
tion tax rates should be reduced 
to the lowest effective rate on 
personal incomes. Full credit 
should be given to stockholders 
for all corporate income taxes 
paid. 

Encourage competition and par- 
ticularly the formation of new 
enterprises by allowing new 
corporations generous tax ex- 
emptions for a period of five 
years. Extend the same principle 
to unincorporated concerns. 


Encourage risk-taking (and 
hence job-giving) through ex- 
tending the loss carry-over to 
six years or more. 

Provide for averaging incomes 
over a period of years in order 
to remove discrimination 
against those with irregular in- 
comes and those who take risks 
of loss in business ventures. 
Rely upon the personal income 
tax as the main source of rev- 
enue, with broad coverage. The 
reduction in total taxes after the 
war chould favor the elimina- 
tion of excise taxes before re- 
ducing income taxes. 


Reduce the upper range of per- 
sonal income tax rates to a max- 
imum of perhaps fifty to sixty 
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per cent so that risk-taking in- 
vestments will be really attrac- 
tive. Higher rates are punitive 
in character, yield small re- 
ceipts, and throttle risk-taking. 


8. Encourage risk-taking by indi- 
dividuals in the higher brackets 
by making the surtax on in- 
comes of $20,000 a year or more 
half as much on income in the 
form of dividends as on income 
in the form of salaries or in- 
terest. 


9. Encourage risk-taking by indi- 
viduals by permitting capital 
losses to be charged against gen- 
eral income provided the reduc- 
tion of tax liability in any one 
year is not more than fifty per 
cent. 


10. Repeal the tax-exempt privilege 
for all new securities issued by 
all governmental jurisdictions. 


11. Eliminate excise taxes which 
place a disproportionate burden 
on persons with lower incomes 
So as to encourage greater con- 
sumption and provide an ex- 
panded market for our vast in- 
dustrial capacity. 

12. Reform tax administration to 
simplify forms and procedures, 
to broaden the scope of enforce- 
ment, and to encourage the 
spirit of fairness. 


With such reforms and continuing re- 
appraisal of the tax program as it affects 
the economic situation, we can look to- 
ward taxation as an instrument of con- 
structive influence in giving the fullest 
encouragement to free enterprise and in 
attaining continued prosperity. 





President, Mc-Graw-Hill Publishing Company, Inc. 
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The pad you caIm bCC..- 


The efficient operation of thousands of parts 
you can't see makes our war machines the 
best in the world . . . an unbeatable combina- 


tion when American boys are behind the guns. 





The precision learned in turning out these parts you can’t 
see to wartime close tolerances will make your peace- 
time products better than ever. 


Rubber parts, too, are now made to 1/1000” tolerance... 
and Johnson formulas make rubber resilient at 75 degrees 
below or hundreds of degrees hot... or under terrific pres- 
sures .. . specifications rubber is an accomplished fact. 


Thousands of such small parts make the efficient, unbeat- 
able operation of America’s war machines possible . 
all Johnson Rubber production today is for Uncle Sam. 


There will come a day, though, when we all have to think 
about transferring the boys’ names from the honor roll 
to the pay roll, and getting back to our regular job of 
supplying a peacetime market. To meet that great day 
with a minimum of time waste is important to the boys 
coming back . . . and important to you. 


Lay your plans now. Let us help you. Johnson engineers 
and designers can help you solve problems in your post 
war products .. . and come up with the right answers in 
the right kind of rubber in the specific part you need... 
and this precision in rubber perfected in wartime will 
serve you well in peacetime. 


We will be ready to supply you when the time comes . . . but 
the time to think about it and plan ahead is now . . . not then. 


Since 1495 


OHNSON RUBBER COMPANY 
Middlefield, Ohio 
MOLDED & EXTRUDED RUBBER PARTS FOR INDUSTRY'S VITAL ASSEMBLIES 


Indispensable in War— Essential in Peace 


The 


MIDGET PORTABLE FURNACE—Weighing but 45 pounds, yet powerful enough 
to heat average home, this furnace developed by Norge Division of Borg- 
Warner Corporation for Army Air Forces operates successively in 70 degree 
below zero temperature at five mile altitude and may revolutionize home heating 
after war, according to Norge men. Charles S. Davis, Jr., left, general manager 
Norge Heating and Conditioning Division, demonstrates the midget furnace to 
M. Glenn O'Hara, vice president in charge of sales for Norge Division. 
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Edwina Nolan 
Resigns From G-E 


Edwina Nolan (Mrs. Walter J. 
Daily), for the past 15 years home 
service director of the General Elec- 
tric Co.’s appliance and merchandise 
department, resigned recently to re- 
tire to private life. 





EDWINA NOLAN 


Previous to General Electric, Miss 
Nolan was with the Northern States 
Power Co. in Minneapolis. She served 
on a number of government commit- 
tees, being one of the 10 girls selected 
to serve on the salvage committee of 
the War Production Board with direct 
charge of the New England division. 
She was also one of the original mem- 
bers of the Women’s Advisory Com- 
mittee of the War Advertising Council. 
She was a member of the Connecticut 
State Nutrition Committee and also 
of the Connecticut Nutrition in Indus- 
try Committee. 


Some years back, Miss Nolan 
founded the Manufacturers Home 


Service Committee and also instigated 
and helped to promote the Home Ad- 
visory Bureau at J. L. Hudson at De- 
troit. Nearly all home economic teach- 
ers throughout the country are familiar 
with her “Nutrition and Homemaking 


Guide” which has been used by thous- 
ands of teachers. She originated and 
promoted the first magazine editorial 
conference. Her “Wartime Home- 
makers Column” was used by approxi- 
mately 850 house organs and over 300 
general newspapers. 


Ryder Leaving 
Barlow & Seelig 


Officials of Barlow & Seelig Mfg. 
Co. announced this week that L. W. 
Ryder had terminated his association 
with the company after nearly 16 
years, in order to devote his entire time 
to personal business interests. Ryder 
had been with the Speed Queen sales 
organization since 1928, having served 
as general sales manager for the past 
4% years. 

He recently acquired the controlling 
interest in the Ripon Lumber Co., 
which will require some of his time. 
He also expects to spend considerable 
time in the development of a 10,000 
acre tract of forest crop land which 
he has acquired in northern Wisconsin. 
Ryder also has real estate holdings in 
Indiana, Nebraska, and Wisconsin 
demanding his attention. 

Ryder joined the Speed Queen or- 
ganization in 1928 as sales representa- 
tive for Indiana. Within three years 
time he had established himself as 
divisional representative for Kentucky, 
Indiana, and Tennessee. He soon be- 
came top man in the sales organization 
and held this spot continuously until 
1939, when he was called to Ripon to 
serve as general sales manager. 


Meadows Corp. 


At the annual meeting of the 
Meadows Corp., January 11, the foi- 
lowing officers were elected ; President, 
I. N. Merritt; vice president, W. F. 
Oberst; treasurer, H. C. Buckingham ; 
secretary, S. M. Foster; assistant 
treasurer, H. Hoover. 
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“Tve the Perfect Recipe for my New Range after the war!” 


INCONEL SHEATHED HEATING UNITS 


The new post-war ranges will offer 
brilliant advances in design and 
styling. But the heart of the range 
—the heating unit—changes very 
little, if at all. Odds are that the ele- 
ment will be sheathed in INCONEL, 
like those now giving faultless 
service in hundreds of thousands 
of today’s electric ranges. 

The INCONEL SHEATHING has 
the unique property of withstand- 
ing the destructive oxidation that 


accompanies repeated tempera- 
ture changes. Tough, strong, dur- 
able, it is impervious to the corro- 
sive action of spilled foods, even 
when such action is stepped up by 
extreme heat. 

Now, all INCONEL is needed in 
the war effort. When peacetime 
conditions return, you can once 
more be sure of satisfying your cus- 
tomers by selling ranges equipped 
with INCONEL sheathed units. 


- « TINCONEL .: .- 


The International Nickel Company, Inc., 67 Wall street, New York 5, N.Y. 
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FATHER TELECHRON’S 


TROUBLE-SHOOTERS 


¢ If a sleepy war worker knocks his Telechron alarm clock on 


the floor, it may need service to keep it running smoothly. And 


certainly he needs his Telechron to keep him running smoothly! 


® So Father Telechron has set up authorized service stations 


from coast to coast. 


The full list is below. Pick out the one 


nearest you — use it regularly for parts and repairs — and you'll 


save time for yourself and your customers. 


Akron 8, Ohic 

H. T. Yates 
Baltimore 17, Maryland 
Bangor, Maine 

BK ers Jewe 
Beaumont, Texas 

I paoo Ele 175 Pear 
Binghamton 3, New York 

Wolfe's 
Birmingham, Alabama 

s Ele 

Boston 8, Mass 

sa Free ‘ 
Boston, Mass 

Electr e 
Brooklyn, New York 


Electime Cort 106 Livingston St 


Buffalo 9, New York 
L. H. Hora Clock 1 & Main 8 


Canton, Ohio 
Moock Ele ply 
Chicago 3, Iilinois 
Chicago 5, Illinois 
Nels ble > 
Cincinnati 14, Ohio 
Barkley Ele 925 Clinton St 
Cleveland 15, Ohio 
lioag's , W atct 
Columbus, Ohio 
Ww H. O & Co 22 E. Gay St 
Dallas 1 Tozas 
Bayten 2, Ohio 
ward W. Myers 117 South Main St 


Denver 4, Colerade 
lidwest Elec. Wiring Co 323 W. Colfax Ave 


Detroit, Michigan 


pany 153 E. Jefferson Ave 
Detroit 5, Michigan 
Wm. H. Henning 13305 Glenfield Ave. 
Flint 4, Michigan 
L.. V. Boon wer, Time Clock Ex ange 








Grand Rapids 4, Michigan 
Kirkhoff Elec. ¢ 








Hartford 3, Conn 
Electric Clock 





Honolulu, T. Hawaii 
H an | P. O. Box 2750 Merch. Dep 


Houston, Texas 
Lopes ¢ ( J11 Prankli 


Indianapolis, Indiana 
Apex Ele ‘ e Ce Meridian at Md. St 


Kansas City, Missouri 
I el acts 4 Gra Ave 

Knoxville 42, Tennessee 
M Katte 


Los Angeles 15, California 


Los Angeles, California 
Eg. W. k 





Louisville, Kentucky 
H. ¢ k ue ( ‘ 411 W. Jeffersun St 


Manchester, N. H 
Robert A. Hora 


Milwaukee 3, Wisconsin 
P. Q. Rountree 1220 Majestic Bldg 
onengote, Minnesota 
B. Kelley Co 214 So. 7th St 
Nashville 6, Tennessee 
McGhee Time Service 616 Boscobel St 
Newark 2, New Jersey 
obert Halpern 917 Broad St 
Now Haven, Conneetiout 
Connecticut Jewelers Supply Co., 19 Congress Ave 
New ene 12, La 
Specialty Sales & Mervice 
New York 18, New York 
Clock Serv. Div. of Electime Corp., 112 W. 42nd St 
Oklahoma Crey 2, Oklahoma 
Boulton & 


424 Camp St 


$26 Liberty Nat'l Bldg 


Omohe 2 Nehesshe 


L.. Comt 


& Sons 1617 


Grtonde, Florida 
me Service 25 W. Livingston Ave 


Harney 8 


Movimccsrnboes z. Penneyivania 
t Time Serv ic 
450 Bur i Bidg.. Oth & Chestnut Sta 
Phoenix, Arizona 
nson-Carter Electric Co. 25 E. Adams St 
Pittsburgh, Pa. 
Quick Service Electric Co. 
Portiand 3, Maine 


Parker L. Starrett 


Jenkins Arcade 


144 High St 


Portiand, Oregon 
B. W. Cobb Watet 


Providence 3, R. |. 
N 


arshall Electric Cu 


& Clock Shop 226 Alder St 
24 N. Main St 
Rochester 4, New Vert 
lectric Razor Service Co. 5O Stone St 
Salt Lake City 1, Utah 
Time & Instrument Co. 222 Dooly Bidg 
San Antonio 5, Texas 
Haak Typewriter Co. 
oe yw 2 Cotifernta 
Zwiener Electric Co 229 “B” St 


$10 Navarro St. 


San Francisco 5, Caltfernia 
California Electric 5 e Stat 


1 
“400 Mission St., Cor. Fremont 


ar ae 4, pees 


tric ¢ ixture Co. 


1022 Third Ave 





Shreveport, Louisiana 
J. W. MeCar 


410 Milam St 








Spokane 8, Washington 
Maxwell & Franks 
yg 3, Mass. 
F. Cushing 


619 First Ave 


$49 Worthington St 
St. Louis 3, Missouri 


Kaer erlen Electric Co 2318 Locust St 


St. Petersburg, Florida 


Bruce Watters 360 Central Ave 


Syracuse 3, New York 
Jj. J. Bartlett 231 E. Onondaga St 
Toronto, Ont., Canada 
Canadian G. E. Co 212 King St., W 
Washingten 4,0. C. 
tral Armature Works 
Witkeo-Barre, Pa 


ousekeeping Center, Inc., 18 E 


N 


25 D St 








Mar«et St 


Youngstown 3, Ohio 
3uckeye Time Service 


$16 Erie Terminal Bldg 







® Telechron Electric Clocks are not being built now. But thousands of Tele- 


chron synchronous motors are doing tough timing and control jobs in war 


WARREN 


PA 
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industry. After the war, we'll be back with a line of superb new electric clocks. 


“ole COMPANY, ASHLAND, MASS. 














Dr. G. W. Allison, 
Washington Water Power Co. 


Puget Sound Power and Light Co., 





and R. B. McElroy, 


Northwest Discusses 


Postwar Merchandising 


Merchandising in the post-war 


period, lighting developments, power 
factor correction and expansion of 


meirbership were among the major 
problems discussed at the two-day 
conference of committee chairmen of 
the Utilization Section of the North- 
west Electric Light & Power Associa- 
tion held in Seattle, recently. Chair- 
man C. E. Hess of Puget Sound Power 
& Light presided over the meeting. 


Lighting Plans 


Lighting plans for the post-war 
period were discussed by J. C. Plankin- 
ton, Northwestern Electric, and his 
committee. It became clear that utili- 
ties of the Pacific Northwest plan pro- 
motions which will surpass all efforts 
in this field made before the war. 
Greatest emphasis is to be placed on 
commercial, street, highway and school 
lighting Interest in cold cathode 
fluorescent lighting, which is already 
quite generally used in the Seattle 
district, was recognized as an impor- 
tant indication of a future trend as 
soon as equipment is available and it is 
planned to assemble data for the bene- 
fit of salesmen who must handle these 
jobs. It is expected that intensities 
of from 40 to 50 ft.-candles will be 
accepted practice in store lighting and 


will offer a fertile field for post-war 


se'lit g 
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Left to right: R. C. Chamberlain, Hurley Machine Co., 
A. C. McMicken, Portland General Electric Co. 


Some skepticism was expressed on 
the subject of fluorescent lighting in 
the home, although there are possibili- 
ties in kitchen, bathroom and laundry 
lighting in this field. In order to 
encourage the return of trained per- 
sonnel in the lighting field, it was 
suggested that utilities make an effort 
to keep in touch with their lighting 
men who have gone into the service, 
reminding them of the opportunity of 
returning to their old jobs after the 
war. 


Utility Merchandising 


In spite of various predictions which 
have been made as to the return of 
utilities to the practice of merchandis- 
ing after the war, it became apparent 
in the discussion which followed the 
talk by H. E. Farris, Mountain States 
Power Co., that Northwestern utili 
ties have no intention of re-entering 
this field. They feel that for the 
most part dealers have done a good 
load-building job and the opinion was 
expressed that with the projected 
sales helps after the war, they will 
do an even better job. Fear of th 
possible flooding of the market with 
substandard appliances after the war 
was expressed and need was felt for 
means of protecting the public and 
at the same time of protecting cus- 














William Corcoran, and 
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Left to right: W. A. Huckins, Utah Power and Light Co., C. T. Clark, North Coast 
Electric Co., and George Miles, Westinghouse Electric and Mfg. Snapped at the 


Utilization Section meeting of the Northwest Electric Light & Power Association. 


tomer goodwill by avoiding such a 
situation. Service problems involved 
would also be acute. A. C. McMicken 
of Portland General Electric suggested 
that the adoption of city ordinances 
requiring the U.L. label on all con- 
sumer equipment, such as that in force 
in Portland, would work out satisfac- 
torily. 


Appliance Servicing 


Discussion on the subject of the 
servicing of appliances was directed 
by W. A. Huckins of Utah Power 
& Light. Practically all of the North- 
western power companies are now 
completely out of small appliance serv- 
icing, except as a war emergency, and 
would like to pass along range and 
vater heater servicing to dealers after 
the war. The difficulty of handling this 
problem in rural areas was the chief 
drawback to such a proposal 

Praise was given to manufacturers 
and distributors for their contribu- 
tion in maintaining supplies of re 
pair parts under war conditions. 
ice guarantees on appliances it was 
felt, should in the post-war period, be 
limited to 90 days, following the limits 
set by the automotive industry. Dur- 
ing the period of confusion after the 
war, when there will be many new 
entrants into all departments of the 
merchandising picture, it was felt that 
the utility could give material aid by 
helping dealers with lighting promo- 
tions, store demonstrations, rural 
demonstrations, advertising and general 
advisory heln. 

A descrintion of the Reddy Kilowatt 
Trading Post recently established 
throughout its system by Washington 
Water Power was given by R. B. Mc- 
Elroy. Although it had been in effect 
but a few days, he reported that num- 
erous inactive appliances had already 
been brought out for exchange or sale. 

Discussion of the «advisability of 
including dealers in the membership 
of the Association, brought out general 

xpressions of approval, although some 
lissenting voices were raised. It was 
suggested that in line with this policy 
a better name for the organization 
would be Northwest Electrical Asso- 
ciation. 


Serv- 


No. 14 Wire 


The proposal for elimination of 
No. 14 wire after the war as a means 
promoting more adequate wiring 
f homes which was reported from 
the PCEA meeting in California, was 
nthusiastically received. A commit- 
tee was appointed to make a check of 
entiment throughout the Northwest 
nd to formulate a policy for joining 

such a program when adopted. 


Blood Scores 
Pricing Policy 


Properly administered price regu- 
lation of essential civilian goods alone 
can prevent runaway inflation, wide- 
spread unemployment and serious de- 
lays in the production of needed goods 
during the transitional period ahead, 
Howard E. Blood, president Norge 
Division of Borg-Warner Corpora- 
tion, told the Postwar Planning Ses- 
sion of the National Retail Furniture 
Association at a recent Detroit meet- 


ing. 
Cites Vinson Directive 


Refering to the November 16th di- 
rective of Economic Stabilization 
Director Fred M. Vinson, Mr. Blood 
declared industrial leaders were 
“shocked” when they read it. Continu- 
ing, he said: 

“These policies would force the 
manufacturer to stay out of the busi- 
ness in which he was engaged before 
the war, avoid reconversion of his 
plant and modernization of his facili- 
ties, drop any bold plans he may have 
in mind as an enterprising employer, 
or as an alternative resume the manu- 
facture of his former lines at a loss. 
The maximum of two per cent gross 
profit on production cost, computed 
before tax, is the equivalent at best 
of no profit plus the risk of an actual 
net loss. This is the maximum pro- 
vided under the Vinson policy.” 


Costs Must be Recognized 

Price control of essential civilian 
goods must be based first on recogni- 
tion of actual costs under current con- 
ditions and actual taxes, he said, and 
it must leave enough after these costs 
and taxes are paid to justify the risks 
and costs of reconversion. Only with 
levels leaving a reasonable profit can 
free enterprise again start to provide 
the goods so badly needed and the jobs 
which soon will be so badly needed. 
He continued : 

“Only under such a policy can prices 
be regulated so as to prevent runaway 
inflation while at the same time en- 
courage the manufacture of goods 
which, when they eventually become 
plentiful enough, will, by their own 
abundance, provide the final cure for 
inflation. It is equally to the interest 
of management, labor and the consum- 
ing public to understand these truths 
and to see to it that the economic re- 
covery of America is not throttled by 
any such destructive price regulation 
as is imposed by the Office of Eco- 
nomic Stabilization’s stagnating direc- 
tive.” 
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Morte has not missed a wash- 
ing yet—because her Horton dealer has 
been right on the job. He has made 
regular calls on a service contract, has 
kept her laundering equipment repaired 
and adjusted perfectly so that it operates 
at peak efficiency. 


In these days of irreplaceable machines, 
many Horton dealers are offering reg- 
ular servicing on a yearly contract basis 
—a service that is not only building con- 
fidence, but is paving the way for future 
sales and is also providing a regular, 
dependable income for the dealers. 


Horton employees, for continuing 
excellence in the production of war 
materials, have received a renewal 
of the Army-Navy “E” award. And 
as always they are exceeding War 


Bond quotas. 












FORT WAYNE, INDIANA 
MANUFACTURERS OF AMERICA’S FIRST AND FINEST WASHERS FOR 72 YEARS 
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Quick servicing 
for electric ranges- 


wie CHROMALOX 
HEATFLO 


The range unit that fits all 
electric ranges. Easy to install, 
cooks perfectly. Write 

EDWIN L. WIEGAND CO. 


7525 Thomas Blvd., Pittsburgh 8, Pa. 


la =" 


PHROMALOY 
CHROMALOY ) 























DELIVERY ? RATING? 


HERE'S THE INFORMATION ON 
THESE SIGNAL PRODUCTS 


Telegraph and 


Wireless Keys 
R-48 key 
In addition to our government contracts for Wireless and Telegraph 
Instruments we have a factory stock of most all of these items for 
immediate shipment on orders with AA-5 or higher rating. 








If you are not getting our 
weekly factory stock list 
send for your copy. 


SIGNAL PORTABLE ELECTRIC DRILLS 


OB-8 light duty %”", OB-4 standard duty %”" and 
OB-5 standard duty 4%”... are obtain- 
able on A-9 or higher rated orders. 












































































VENT AND EXHAUST FANS 


Ventilating and exhaust fans, available on orders 

as follows: 10” through 16”. Send executed Form 

WPB-1319 (formerly PD-556) to us. 18” through 24” 
AA-5 or higher rating 























v-318 








SIGMAL ELECTRIC MFG. CO., Menominec, Michigan 


Offices in ali Principal Cities 
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Landers, Frary & Clark executives discuss progress being made by the engineering 
department of Universal plants in development of post-war appliance models. 
Left to right: H. E. Metz, chief engineer; W. J. Russell, vice president in charge 
of engineering; Carl Sundberg, designer (Sundberg & Ferar); B. C. Neece, vice 
president and general sales manager; R. L. White, president; H. M. Parsons, sales 
manager of range division, and Charles Cook, general superintendent. 





Two Universal heads get together over 
@ new pressure cooker slated for manu- 
facture when government restrictions are 
eased. R. L. White, left, president of 
Landers, Frary & Clark, and A. E. Allen, 
chairman of the board of directors, 
examine the product. 


One of a series of important post 
war planning meetings being regularly 
conducted at the Universal plants took 
place recently when executives of 
Landers, Frary & Clark gathered for 
a highly confidential “preview” dis- 
cussion about post-war electrical and 
housewares equipment. 


Discuss Company Problems 


The event, the first in the 1944 series 
of planning conferences scheduled by 
the company was held for the purpose 
of studying the progress made in the 
expanding post war appliance engi- 
neering activities of the company and 
for a discussion of problems confront- 
ing Universal, its distributors and 
dealers. For the past six months the 
engineering department under the di- 
rection of W. J. Russell, vice president, 
has been busily engaged in developing 
and improving appliances to be manu- 
factured following the war. 

Long range plans have been de- 
veloped for the retooling and recon- 
version of the Universal plants in the 
speediest manner possible as soon as 
government regulations allow. 

A three point program designed to 
aid distributors and dealers was pro- 
posed by Mr. Russell. This program 
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Universal “Previews” 
Post-War Appliances 


has divided the post-war future into 
three periods: First the gradual re- 
establishment of consumer goods pro- 
duction in the immediate post-war 
period, wherein the established appli- 
ance manufacturers will generally pro- 
duce the latest pre-war models, with 
such features and improvements that 
can be tooled, tried and tested. 

The second period is mainly con- 
cerned with the re-awakening of 
healthy and competitive post-war de- 
velopment. 

The third, and yet the most import- 
ant, is the establishment of a well de- 
fined and carefully planned long range 
engineering program. 

“Universal has made definite pro- 
gress in preparing for the future,” said 
Mr. Russell. “We have studied our 
problems and are finding the answers 
to a post war program that will give 
dealers, distributors and consumers the 
goods they want just as fast as re- 
strictions on the manufacture of appli- 
ances and housewares are lifted by 
government order. 


Tied in With "U" Plan 


“The development of Universal’s 
post-war line of appliances is based on 
reports of our research committee. In 
addition to the work of the engineering 
department the promotion and sales 
derartments have been actively en- 
gaged in studying marketing trends. 





Get two engineers together over an iron 
and it's sure to be something hot . . . Bil! 
Russell, vice president, and Harry Metz, 
chief engineer, study fingertip control of 
a 1942 model. 
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Tied in with the well-known “U” Plan 
for “V” Day, Universal’s program is 
designed to give the consumer the 
products needed most first and later 
to present the improved lines of mer- 
chandise which in time will find them- 
selves an intregal part of our American 
home life.” 













Using a late ‘40 model as a guinea pig. 
Charlie Cook, left, general superintend- 
ent, and B. C. Neece, vice president and 
general sales manager, discuss hot plate 
improvements. 


Present at the meeting were, A. E. 
Allen, R. L. White, B. C. Neece, W. J. 
Russell, L. A. Brown, H. M. Parsons, 
Charles Cook, Carl Sundberg and 
H. E. Metz. 


G-E Factory Branches 
Established in 


Three Areas 


Hardage L. Andrews, General Elec- 
tric vice-president in charge of the 
Appliance and Merchandise Depart- 
ment, recently announced three major 
changes in the company’s distribution 
policy, insofar as three important dis- 
tributing areas are concerned. 

In New York, Philadelphia and 
Los Angeles, former strongholds of 
independent distributing companies 
handling the General Electric line, 
factory distributing branches have been 
established. They replace, respective- 
ly, Rex Cole; Inc., Judson C. Burns, 
Inc., and George Belsey, Inc. 

Mr. Andrews emphasized that the 
establishment of these factory distrib- 
uting branches in these centers did not 
mean that General Electric had aban- 
doned its policy of distributing through 
independent concerns. Depending on 
the locality and the situation obtaining 
there, independent distributors would 
be used, Mr. Andrews said, while in 
others factory branches would be es- 
tablished. 

The three new branches will be re- 
sponsible for wholesale distribution 
of General Electric refrigerators, 
ranges, water heaters, home laundry 
equipment, dishwashers, disposalls and 
kitchen cabinet equipment. They will 
not, according to the announcement, 
take on small appliances. 

In the New York branch, which will 
rve the New York metropolitan area, 
<clusive of New Jersey, headquarters 
will be located at 570 Lexington Ave., 
and will be under the management of 
Earl Poorman. In the Philadelphia 
ea, J. A. Rafferty has been appoint- 
| manager of the branch, with head- 
iarters at 2314 Market St. In the 
»s Angeles area, headquarters are 

212 North Vignes St. and will be 
der the direction of C. W. Griffin, 
ormer sales manager for the George 
A. Belsey Co. 
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REA Co-ops Surveyed 
On Appliance Needs 


REA cooperative members alone 
would purchase 156,881 electric refrig- 
erators, ranges, washing machines and 
irons during 1944 if they were avail- 
able, according to a survey made 
among its membership by the National 
Rural Electric Cooperative Associa- 
tion. 

The survey grew out of discussions 
between NRECA and WPB’s Con- 
sumer Durable Goods Division on 
prospects for appliance sales this year, 


Survey Findings 


The NRECA survey, incomplete at 
the time of the first report, showed 
that: 128 co-ops estimated that 
96,987 of their members do not now 
have electric refrigerators and that 
members of 131 co-ops would buy 
46,869 refrigerators in 1944 if they 
were available; 130 co-ops estimated 
that 154,729 of their members do not 
have electric ranges and that members 
of 129 co-ops would buy 28,470 ranges 
in 1944; 130 co-ops estimated that 
88,640 members do not have electric 
washing machines and that members of 
129 co-ops would buy 42,208 washers 
in 1944; 128 co-ops estimated that 
50,625 of their members do not own 
electric irons and that 39,334 members 
of 127 co-ops would buy irons in 1944 
if available. 


Colorado "Trading 
Posts" Established 


The Public Service Company of 
Colorado has joined the ranks of 
the utilities in the Intermountain dis- 
trict which have established “Trading 
Posts” to bring out idle appliances 
for exchange among their customers. 
Such a “Post” has been set up on the 
main floor of Denver building, where 
customers are invited to list on con- 
venient cards any appliances they may 
have for sale or trade. 








ELECTRONICS QUEEN—I. J. Kaar, 
manager of the Receiver Division of the 
Electronics Department, General Elec- 
tric, congratulating Miss Jean La Rose 
—"Miss Electronics"—chosen queen in 
the War Production Contest of the 
Electronics Department. ‘Miss Elec- 
tronics" and 23 other beautiful contest- 
ants for the title were selected by their 
fellow workers because of the excellence 
of their attendance record, attractive ap- 
pearance, and popularity. 
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Postwar planning committees in the Heating Industry 
advise us that many new postwar homes will be ade- 
quately heated with two quarts of oil per hour or less, 
that the majority will be heated with less than three 
quarts per hour — and that their owners will demand 
automatic oil heat. 


As you know, this demand cannot be met by pressure 
type oil-burning equipment, which is not satisfactory 
in these small capacities. We repeat, your biggest post- 
war heating profits will result from selling vaporizing 
type oil-burning equipment... AND 


— H. C. LITTLE 
ce!) LEADS THE FIELD 
With the Only Automatic Vaporizing 
Burner Employing Electric Ignition 














In fact, H. C. Little dealers will be the only heating 
equipment dealers in America who can meet the post- 
war demand with factory assembled units which 
combine fully automatic operation, electric ignition, 
thermostatic control and vaporizing burners. These 
units include oil-burning floor furnaces, wall furnaces, 
circulating heaters and hot water heaters — a complete 
range of sizes and types of automatic oil heat especially 
designed for small homes. 








WRITE FOR FREE BOOKLET 





Send for acopy of 
"How to Get Rea! 
Profits in Postwar 
Heating.” Find out 
how we can go after 
that postwar market 
together. 
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DISTRIBUTORS | 
APPOINTED | 





CROSLEY We are sorry we can't fill orders 
The appointment of Tom P. Mc- as fast as we would like but the 
| Dermott, Inc. as exclusive wholesale goods you do receive will be 


state distributor for The Crosley . 
Corp. in Oklahoma, has just been full pre-Pearl Harbor Quality. 
announced by J. H. Rasmussen, com- 








mercial manager, of The Crosley le 
Corporation. a 
Tom P. McDermott, president and co RY a 
general manager of the organization, Y : 
has been operating a wholesale tire QUALIT 


buclda fe) 
Good Will! 


and auto specialty plant in Tulsa for 
the past 15 years. 

The Steve Wise Co., Wichita, Kan- 
sas, has been appointed distributor for 
Crosley, it was also announced. 

Located at 579 W. Douglass Ave., 
Wichita, where Steve Wise, head of 

| the firm, entered the automotive busi- 
ness in 1922, the company now operates 


«. 










The plans, the Prodpac exercise the greatest influence 
ill come from those organizations in a 


ntific findings. 


. 





in the peacetime worl 


position to offer new 








Sperti, Inc. is sU@h an organization. in the western two-thirds of Kansas, | 
in west Oklal ‘ i 
For Sperti is more than a manufacturer of Sun Lamps, northwest Oklahoma and in the 
more than a producer of navigation instruments and advanced 
electronic and irradiation equipment. UN’ 
, duc 
Beyond Sperti there are laboratories devoted to pure re- Cor 
search, staffed by eminent scientists, co-operating in enlarging ts 
' n 
the sphere of human knowledge. 
righ 
You may be sure that out of their scientific inquiries will A. | 
come new products, new opportunities for appliance distributors secc 
and dealers ackr 
Look ahead look to e the 
i “g a 
, : Va Your good-will as well as ours 
t 2. 
ir = P : 
‘a is protected by CORY Quality. 
per | Incorporated Zt P Y ? ty 


|| CORY GLASS COFFEE BREWER CO. | § Sar 


| 325 N. WELLS ST. CHICAGO 10, ILL. 


RESEARCH, DEVELOPMENT, MANUFACTURING . CINCINNATI, OHIO 














— | STEVE WISE 











Texas panhandle. In 1937 Wise added | 
a line of major household appliances. 


HEALTHFUL LIVING THROUGH FROZEN FOODS 


re | 











| 
| ' 
+ 4 We Foll 
- 

Y our B ' g P os ' ar LINDEMANN & HOVERSON | merch: 
. a on th 
5S rs | | es © ] Pp Pp or ? un t . y Listenwalter & Gough, Inc. of Los | and r 
Angeles, have been appointed distribu- “coope 
tors of L & H electric ranges, and manuf. 
water heaters, it is announced by the aia 
A. J. Lindemann & Hoverson Co., Electr 
Milwaukee. They will serve the entire Ci aot 
Southern California area. A ae 
: 7 pointm 
Ct local e 
WITH aS > pe @ 8 co 
LANDERS, FRARY & CLARK felt th 
: SPACE HEATERS f ...;, . 
Landers, Frary & Clark have an- | ys/wG ALL FUELS IW ALL PRICE BRACKETS & 

nounced the appointment of Thompson 


& Holmes Ltd., San Francisco, Cali- Cole Hot Blast Space Heaters a - 
fornia as exclusive distributors in | have National Consumer Accept: 2 rer 
Northern California for Universal | ance, Finest Construction, _ 
ranges, vacuum cleaners and home Patented and Special New Fea- 
laundry equipment. | tures. 
The firm of Thompson & Holmes | Cole Hot Blast Heaters are at- Othe 
| 
| 





>» Tomorrow's farmer will FREEZE his own foods — right 
on the farm — save time and money . . . and have more healthful 
meal variety at much lower cost — with a new BEN-HUR 


Ltd. a consolidation of the former | tractively priced to compete eleven 
Frederick H. Thompson Co. of San favorably with all heaters on the 


Bureat 






| Francisco and Holmes & Crane of | : planati 
| . ih 
FARM LOCKER PLANT. | Oakland was formed in 1930 to take — se pty oh pe for cata ee 
> Ask YOUR farmer friends. You'll find a “Locker full advantage of the possibilities og illustrated in full colors. pote: 
Plant’ ranking high in his post-war plans for home offered by the fast growing radio and | Manufacturers of oe 
improvement. And the new BEN-HUR Farm Locker will be refrigerator business. eins 
ready for him when V-Day comes — and ready to help you to high aed oer — —— GAS - OIL - COAL a oe 
" hon | appliance merchandise such as electric ai : 
a | ranges, washers and ironers, cleaners | WOOD HEATERS dis m0 
and other appliances were added. — hres 
BEN-HUR MFG. CO. Landers, Frary & Clark also an- GAS - OIL FIRED Ocal 1 


634 East Keefe Avenue, Milwaukee 12, Wisconsin 


nounced the appointment of Western a 
Westen | FLOOR FURNACES en ¢ 


Merchandise Distributors, 
N. Y. as exclusive distributors in 


Today ... BACK THE ATTACK with MORE WAR BONDS 





Remember Western N. Y. and several counties in | andisir 
northwestern Pennsylvania for Uni- | cussed 
versal ranges, vacuum cleaners and trod 


10me laundry equipment. i> | 
FARM LOCKER PLANTS S| wae be acine i erchadkim | COLE HOT BLAST Jf... 


will also be active in merchandising 


Universal small appliance and house- MANUFACTURING co. The 


hold specialties in the area. 3108 W. 51st Street, Chicago 32, Illinois 
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Connecticut, recently. 


an employee represent management and employees at the ceremony. 


UNIVERSAL WINS ITS "“E''—The Army-Navy “E" award for excellence in war pro- 
duction was presented to the employees of Landers, Frary & Clark, New Britain, 
R. L. White, president of the company and James Degnan, 


Left to 


right: R. L. White, General Guy H. Drewry, who presented the flag, Captain 


A. K. Atkins, USN who presented the pins and James Degnan. 


This was the 


second time in the history of the company Landers, Frary & Clark's war work was 


acknowledged officially. 


A certificate for outstanding work was presented to 
the company during the first World War. 





San Diego Plans Sane 


Postwar Merchandising 


Committee Appointed to Study 


Pre-war 


Following discussion of postwar 
merchandising policies, with emphasis 
on the possibilities of lower margins 
and the threat of competition from 
“cooperatives” and “direct from the 
manufacturer” merchandising, the 
members of the Bureau of Radio and 
Electrical Appliances of San Diego 
County unanimously authorized the ap- 
pointment of a committee from among 
local electrical men to help bring about 
sane methods of merchandising. It was 
felt that only by the elimination of 
ich wasteful practices as discounts, 
over-allowances, and service beyond 
guarantee period could the regular 
annels of distribution hope to hold 
their favorable position, 


Conference Problems 


Other at the 
conference of the 
reau, held recently included an ex- 
planation of methods of obtaining em- 
loyees under the local job-freezing 
r as well as the operation of the 
irrent stove and heater rationing pro- 
gram. Acute certain 
parts and supplies, in spite of govern- 
promises to the contrary were 
issed, with the result that a local 
mittee was appointed to take up 
local needs with the representative of 
Office of Civilian Requirements 
soon to be on the Coast. As a possible 
elief from unethical types of merch- 
andising, the Minnesota Plan was dis- 
ussed. Similar legislation which was 
duced in the California legislature 
too late to get actiom at the last 
session may be revived. 
The dealer’s angle on guarantee 
Periods for electrical appliances was 


problems considered 


enth annual 


shortages of 








Abuses in Distribution 


presented by the committee headed by 
Elmer B. Hazie. It was recommended 
that manufacturers be urged to clear 
up the misleading wording of their 
guarantees, telling the customer what 
1s not guaranteed, as well as what is 
included. The committee recommends 
a 90-day guarantee as sufficient on all 
Term 
selling will be important in the after 
the war period, according to Martin 
Frazier, vice president of the Security 
[rust and Savings Bank and a member 
of the State Commission on Postwar 
Term Selling. He urged the avoidance 
of the mistakes of the “$5 own and $5 
per month” philosophy. Best results 


appliances except refrigerators. 


come from a mid- 
dle ground policy which will meet the 
need of returned soldiers and white 
collar workers who must pay as they 
go, and yet will provide sufficient 
equity so that payments will be kept up. 


for the industry wil 


Used Appliance Program 


Details of the novel used appliance 
which 
owners of idle appliances were to be 
asked to donate them to Goodwill In- 
dustries for the benefit of war workers 
and others who have been unable to 
meet their critical needs of such equip- 
ment. Dealers will act as clearing 
stations and reap goodwill through 
their efforts, while not overburdening 
their service departments by undertak- 
ing to repair the equipment brought in. 

J. Clark Chamberlain, secretary- 
manager of the Bureau reported for 
the year and urged the presentation of 
a solid front by all branches of the 
industry to take advantage of the 
opportunities ahead. 


rogram were presented, by 





UA Good 


CONLON 
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What's 
ahead? 


—for Manning-Bowman 
dealers and distributors 
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After victory, the picture looks 
bright! More homes are going to 
need new household electrical ap- 
pliances than ever before. There's 
going to be plenty of money to 
spend and a strong tendency to buy 
products with an established quality 
reputation. 





That's why the post-war Manning- 
Bowman dealer is going to be in a 
strong position...with a line that 
combines the last word in modern 
design with traditional Manning- 
Bowman quality standards in ma- 
terials and workmanship. 





Research on peacetime products has 
gone on steadily in spite of the fact 
that Manning-Bowman is devoting 
its every resource to the production 
of war materials for our armed 
forces. 





Yes, the future looks bright for 
Manning-Bowman dealers and dis- 
tributors. They'll have a great line, 
PLUs the famous Manning-Bowman 
Service Policy, ptus outstanding 
merchandising and advertising sup- 
port. They'll have everything it takes 
for a steady, profitable business in 
household electrical appliances. 


Manning-Bowman 


—Means Best 


MERIDEN, CONN. 


La UY MORE WAR BONDS | 
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SALES HELPS & 
LITERATURE 


PREMIER PARTS CATALOGUE 


The new Premier Parts Catalogue 
just prepared by the Electric Vacuum 
Cleaner Co. has one highly advan- 
tageous feature—an actual illustration 
of every single part. It is believed 
that this innovation in parts catalogu- 
ing will prove to be particularly help- 
ful at this time, since many employees 
in service departments may be unfa- 
miliar with the exact names of many 
of the parts. The illustrations will 
simplify ordering and minimize mis- 
takes and delays. 

This service price list is divided 
into four principal sections. In the 





first section are grouped all the parts | 


needed for service replacements in 
motor-driven brush floor models. The 
other sections cover hand cleaners, 
cylinder cleaners and attachment parts. 
Easy instructions for locating any par- 
ticular part are given in the introduc- 
tion. 


KELVINATOR POST-WAR 
PLANNING GUIDE 


Kelvinator Division of Nash-Kel- 
vinator Corp. has recently prepared 
and is currently distributing to Kel- 
vinator appliance retailers a compre- 
hensive post-war planning guide to 
aid them in making their basic prep- 
arations for post-war merchandising. 

“This post-war planning guide is 
primarily a ‘thought starter’ and or- 
ganizing tool containing ideas and sug- 
gestions which we believe will be help- 
ful to appliance retailers, irrespective 
of any actual date when they may have 
new merchandise to sell,” said Charles 
T. Lawson, general sales manager of 
Kelvinator. 

The guide itself consists of a “plan 
book” containing practical and helpful 
basic information and planning sug- 
gestions under the following headings: 
The market; the appliances to sell; the 
store or department; the selling organ- 
ization; the promotion and advertis- 
ing; creative selling; and replacement 
Concrete questions are listed 
under each of these subjects to guide 
the appliance retailer’s thinking in 
taking now to include all of 
these factors in both his short and long 
term post-war plans. 

Since planning for peacetime busi- 
ness is a continuous job, the guide pro- 
vides a strong cardboard folder con- 
taining filing space for accumulating 
additional material under each of these 
headings. Thus the guide provides a 
convenient physical place as well as a 
set of mental tools to serve the retailer 
in formulating his post-war program. 

The planning guides will be distrib- 
uted personally by Kelvinator zone and 
distributor offices to Kelvinator retail- 
and to other appliance dealers 
whose progressive interest in post-war 
merchandising is known or is indicated 
to Kelvinator - representatives. 


business. 


steps 


ers 


Correction 


In the December issue, net profit 
of the Eureka Vacuum Cleaner Co. 
for the fiscal year ended July 31, 1943, 
was erroneously given as $44,496, 
whereas the figure should have read 
$444,496.71 


m 
(avn EAT... 


The A-P OILIFTER, automatically feeding oil 
from bulk storage in basement or outdoors, and 
the A-P Constant Level Oil Control Valve, stand- 
ard equipment on leading heaters, mean quick. 
easy heating comfort to thousands of Americans 


today 





All A-P Oil Controls are precision-built to offer 


dependable, accurate oil control, economy, and 


AUTOMATIC PRODUCTS 


steady, service-free efficiency that adds much to 


customer satisfaction. Continuing 


in post-war appliances Watch for 


research and 
development will offer you many more advantages 
them — for 


COMPANY 


2400 N. Thirty-Second St. 


Milwaukee 10, Wisconsin 


new selling aid in peacetime heaters and other 


products. 














How the electron 
works for you 


Here is the kind of book you have been 
awaiting—an ABC book which will show 
any electrical worker or salesman of elec- 
trical supplies what electronics is all about. 
This book gives you simply—without form- 
ulas or much mathematics just what you 
want to know about electronic principles 
and how they are applied in working 
devices. 


Here is an especially clear and simple 
explanation of electronics and electronic 
tubes and circuits, for all concerned 
with the manufacture, application or 
operation of household or industrial 
electronic devices. 


@ The text is concise and written in 
language that anyone can understand, 
yet is technically authoritative and 
complete. 


@ 125 specially prepared illustrations 
are an important factor in the clarity 
of the treatment. 


@ The material has grown out of the 
widely-known series of articles in 
Wholesaler’s Salesman. 


A PRIMER OF ELECTRONICS 





By DON P. CAVERLY 


Commercial Engineer, 
Sylvania Electric Products, Inc. 


235 pages, 52x82, illustrated, $2.00 


The book begins with the atom, the electron, 
and static and electron discharges and takes 
the reader step by step through explanation of 
electric current, magnetism, and electromag- 
netic radiation, to an understanding of simple 
radio tubes, fluorescent lamps, cathode ray 
tubes, ignitron, thyratron, and other tubes and 
their basic connections for practical purposes. 


Covers so that 


See it 10 days on approval 





McGRAW-HILL BOOK CO., INC., 
330 W. 42nd St., New York 18, N. Y. 


proval. 
(Postage paid on cash orders.) 


DT. ‘Sctarnkwaeebadenen baneie babees 


Address 
City 
Position 


Company ... 





Send me Caverly’s A PRIMER OF ELECTRONICS for 10 days’ examination on ap- 
In 10 days I will send you $2.00 plus few cents postage or return book postpaid. 


ON Btate... wcccrcccscecsccsevesecsece 


McGRAW-HILL EXAMINATION COUPON@=**:-:+=::=-5 
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IT’S | Repair Dealers Average 
| $10,000 Annually 


D An appliance service plan initiated 
O E early in 1942 by the Electrical Asso- 
ciation of Philadelphia today is ring- 
ing the bell. The average yearly 

COVERED repair volume per participating dealer 
WAGON DAY has increased from about $4,000 to 
LIGHTING IS GONE approximately $10,000, it is reported 


by the Bureau of Foreign and Domestic 
V 5 D 7 
we a RD; L 


| Commerce, Department of Commerce. 
if is 
alt L 


1S “VV” DAY LIGHTING 
AVAILABLE FOR YOU TODAY 
























Pioneering gives way toacceptance. 
A list of industrial plants now using 
this new lamp for reduction of 
glare - only after testing and prov- 
ing before buying - would sound 
like “who’s who” in war materiel 
production. The product is now 
on sale in nearly all retail stores. 
If you are not familiar with Verd- 

TS A-Ray, why not write for literature 
and sample - Today. 


its Voss. 


They know Pre-War Voss Washers as the outstand- 
ing Washer in Safety and Washing Efficiency. 








a ome oo oe ae =e oe sterile aialbe They know in Wartime Voss Washers are carrying 
= aie: ee peak loads and standing the gaff in that Voss quality way. 


bad They know the Post-War Voss Washer will be out- 


Gs é standing, the only washer with "Electro-Safe" Wringer — 
ee ee ee ee the World's Safest. Yes, Voss Dealers have already 
mony of industrial users adequately 


supported by qualified scientific re- Sample of newspaper ordered thousands of Voss Washers for post-war delivery. 
search assures turnover. Lamp con- ads used in drive 
tract renewals are simplified if you are 


Electrical distributors now selling 





e “in”. Sell Verd-A-Ray. Practically all participating dealers VOSS BROS. MFG. CO. pvaveNporr, tA. 
3 SAVE ELECTRIC CORP have continued in business despite war- Quality Washers Since 1876 

— : time shortages of merchandise and y 

— TOLEDO | OHIO the association believes the plan carries 





tremendous potential value for the 
post-war period by providing up-to- 


the-minute lists of prospects ready for 
EVE KRY Y replacements as soon as they hit the 
market. 


Launched by a newspaper adver- 
tising campaign, 180 dealers chipped 
in for supplementary radio announce- 
ments, leaflets and other merchandising 
aids including window and store cards. 
The Philadelphia Electric Co. publi- 
cized the service plan through bill en- 
closures to 600,000 customers to help 
keep the ball rolling. 

A survey discloses 175 dealers 
cleared 290,000 repair jobs, represent- 
ing more than $1,000,000, in 1942. A 

: steady increase has been made in the = >-28 
® An Everhot Ray-Vector electric number of repairs per dealer per week, When the 


. swelling from an average of 26 when | gy ”" 
a rae heater 2 gore of the most the plan first was put into operation BACKLOG Rush Begins —s: 
“takes prized possessions in thousands of to 64 by July, 1943. 


ion of - > P At an estimated service charge av- A L L 2 a W s il it s d 
ne 4 American homes this winter. eraging $3.00 per repair, the survey l B e B e t t e r q u i p Dp e 

ay " : indicates an average volume of repair d Cc 
sand Trouble free, always ready =e business per dealer per week of $912, Than Ever To Serve You an Your ustomers 





@ Smartly sty- 
lish, hot, fast, 
instantly adjust- 
able from radiant 
te circulating 
diffused heat as 
| desired, the Ever- 
— hot Ray-Vector 


' Electric Heater 
still is as modern 
as tomorrow. 




















on grateful warmth where fuel ration- | or approximately $10,000 annually per 
= ing leaves cold rooms and chilly ap secsthel We are planning now for the big rush of orders for new ALLEN 
a-high ; : eS a eee Ranges and Heaters sure to come with the easing of restrictions 
y and corners, the Ray-Vector is proving featured the theme: “Sell your worn ivili ‘ 
- ood Oa At AE Rie PRR a out electric appliances—10 cents a on civilian production. 
_ e en d di —_ a oe ae > = = At present we are producing a limited quantity of ALLEN Ranges 
¥e . under the etn toot cone equipment, the drive also brought in for civilian use, and we anticipate a steady increase. By keep- 
itd tions. Everhot is ready to start considerable new repair business. ing your customers’ ranges and heaters in good repair with 
making more of them the same —— “— Parts, ~~, identifying 
-_ : , yourself as the ALLEN Dealer in your 
.p- day such production is authorized. WPB Appoints Boulware community, you can lay the groundwork 
The appointment of Lemuel R. Boul- now for a big profitable stove business 
The Swartzbaugh Mfg. Company ware as operations vice-chairman of in the not-so-distant future! 
Toledo 6, Ohio Established 1884 the War Production Board has been | 
announced by Charles E. Wilson, exe- PARLOR FURNACES * 
cutive vice-chairman of WPB. Mr. ALLEN MANUFACTURING CO., INC. PRINCESS RANGES * 
F q oO 9 af C T 4 Boulware, formerly of Easy Washing STREAMLINE 
=~ Machine Co. and Carrier Corp., suc- NASHVILLE, TENN. RANGE ETERNAL 
—_—— ROASTERS..HEATERS..APPLIANCES | ceeds Hiland G. Batcheller who re- 
i _ cently resigned. Conserve Fuel—Shorten the War 
SING 
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WHERE TO BUY 


& Accessories 


Parts, Service 


UNDISPLAYED RATE: 


per line or fract 
ium $4.00. Fir 
p Discount 10% 


ion per insertion— 
st line small black 


utive inser 


DISPLAYED RATE: 


$12.50 per inch per insertion. Contract 
rates on request. (An advertising inch 
is % on one column—4 columns— 
48 inches to a page.) 








SELLING : 
EMPLOYMENT : 
UNDISPLAYED 


1S Cents a Word, Minimum Charge $3.00. 
POSITIONS WANTED (full or part time in- 
dividual salaried employment only) '/ the 
above rates payable in advance. 

BOX NUMBERS—Care of publication New 
York, Chicago or San Francisco offices 
count as 10 words 

DISCOUNT of 10% if full payment is made 
in advance for 4 consecutive insertions. 








INDIVIDUAL SPACES with border rules fo 
goat display of advertisements. 

he advertising rate is $8.00 per inch for 
all advertising appearing on other than a 


contract basis. Contract rates quoted or 


request 


SEARCHLIGHT SECTION 


Classified Advertising) 


“ OPPORTUNITIES" ‘ao 


——RATES——_ 


DISPLAYED 


AN ADVERTISING INCH is measu 


vertically on 


@ column — 4 


inches to a page. 


columns — 48 


red 




















Aerobell —Boss—Gainaday—Laundry Queen “4 
Sunnysuds—Woodrow and Thirty Other Makes 


WRINGER ROLLS—LUBRICANTS—BELTS 


We have a PARTS JOBBER near you 


Walter A. Frantz 


rresident 


Address on request. bad 






The FRANTZ MANUFACTURING @ 





1251 DUEBER AVE., S.W 


CANTON 6, OHIO 





























For 
REAL VALUES 


on 


ELECTRIC STOVE PARTS 


Such as 


Oven Heating Units 
Surface Units 
Oven Switches 
Thermostat Controls 
Stove Lights 
Unit Heating Elements 
Also—REFRIGERATION Parts 


See 











EQUIPMENT SUPPLY CO. 


400 N. Sangamon St. 
Chicago 22, Ill. 
WRITE FOR LATEST CATALOG! 








FREE ®::\;. FREE 
Catalog of 
Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 
from one dependable source. 
Quality, Service, Low Prices 
MIDWEST APPLIANCE PARTS CO. 
2722 W. Division St. Chicago, Ill. 








ONneE SouRgcs oe SUPPLY 
yr all mak 
WASHER ‘4 CLEANER PARTS 
Goodrich Wringer Rolls 
ae Marquette, Minneapolis, Minn. 
2409 S. Main, Houston, Texas 




















SPECIALTIES 
Electric Mangle Roll Pads and Covers 
Vacuum Cleaner Bags, Ironing Board Pads 
and covers, washer and ner covers. Ohio 
Textile Specialty Co W ith, Cleveland, O 
New Advertisements 
Received by February 29th will appear in the 
March issue subject to space limitations 
This 
- ~ . 
ww BeERE- TO BUT 
Section 


supplements other advertising in this issue 
with these additional announcements of prod 
ucts and services essential to efficient and eco- 
nomical operation in the 
Merchandising 


ELECTRICAL MERCHANDISING 


field of Electrical 






























What is 


nical positions? 


or to buy such items from others? 




















Your Problem? 


Do you need competent men for your staff? Men experienced in the 
merchandising of electrical equipment? Men to fill executive, sales or tech- 


Or are you one of the readers of ELECTRICAL MERCHANDISING seeking 


employment in any of these capacities? 


Or are you looking for—or offering—a business opportunity of special 
interest to men in the industry served by this publication? 


Or are you seeking buyers for rebuilt refrigerators, vacuum cleaners, etc.— 


The solution of any of these problems can logically be found first among 
other readers of ELECTRICAL MERCHANDISING. You can get their atten- 
tion—at small cost—through an advertisement in the Searchlight Section. 














WANTED 
SPOT CASH for cS apehat t Radio-Phono- 
graphs or RCA V-225 Models New and 
used models considered Clark Music Co., 


Syracuse, N 





- SELLING | 
OPPORTUNITIES — 


OFFERED—WANTED 


Selling Agencies—Sales Executives 
Salesmen—Additional Lines 














WANTED 





chines. 
sources. 


(POSITION VACANT) 


BUYER—APPLIANCES 


For large, midwest, mercantile organ- 
ization. Experienced in buying radios, 
washers, and vacuum cleaners. Know!- 
edge of refrigerators and sewing ma- 
Familiar with major national 
College graduate. 
personality. 
mental program. State age, education, 
experience, source contacts, and past 
achievements. 
P-642, 


Able to pioneer 


Electrical Merchandising 


Superior 
develop- 





520 N. Michigan Ave., 


Chicago 11, II! 





WANTED: We wish to contact manufacturers 

of electrical appliances who are ncw plan- 
ning for post war wholesale distribution 
Correspondence invited RA-639, Electrical 
Merchandising, 330 W. 42nd St.. New York 
18, 


MANUFACTURERS 





REPRESENTATIVE 


covering Mich.gan Northern Ohio and 
Western Pennsylvania, headquarters in De- 
troit, with resident men in Cleveland and 
Pittsburgh, wishes to add several new elec- 
trical appliance, supply or equipment lines 
Harrison Sales, Inc., 1377 Broadway, Detroit 
26, Mich 


ANSWER TO MFRS 





POST-WAR PRAYER 


Hard-Hitting Sales Representative inter- 
sied in Select Lines for intensive Middle 
Atlantic States distribution, now and post- 
war. Formerly Sales Manager for two na- 


tional 
RA-641, 


42nd St., 


manufacturers Excellent contacts. 
Electrical Merchandising, 330 W. 
New York 18, N. ¥ 





INCANDESCENT LAMPS 
Sales representatives wanted 


For many principal cities 
come, plus postwar security, 


man with lamp experience. 


ness history together with photo to Box 115 
Our men know of this 


Station A, Toledo, Ohio. 
advertisement. 


Fine immediate in 
for draft exempt 
Send complete busi- 











Merchandiser 
TO 


Service Dealers 


Wholesale distributor wants top- 
notch man to help 100 exclusively 
electrical independent dealers to do 
bang-up job of selling electrical ap- 
pliances. Select his own advertising 
man and assistants. Some city deal- 
ers, mostly county seat towns. Head- 
quarters in small city 250 miles 
from Chicago. Ground floor oppor- 
tunity with live-wire organization. 
Old, established firm, but young 
management. If you think you are 
worth $5,000 and can grow, here 
is your chance. 


SW-643, Electrical Merchandising 
520 North Michigan Ave. 
Chicago 11, Ill. 














RADIO 


Would 
RADIO 


looking for representation 
in greater Chicago area. 
Commission basis. Post- 
war sales. Please write. 


PIERRE L. MILES CO. 


20 No. Wacker Dr. 


like to 


contact 
manufacture: 


Chicago 6, Ill. 














FACTORY AGENCY 


WANTED 


Prefer to represent a good company as fac- 
tery agent. This individual has handled 


dep’t. stores, furniture & hdwe. 


stores & 


electrical appliance trade in middle and 
western Pa., eastern Ohio and W. Va. for 
electrical appliance distributor more than 
ten years. Understands promotions, adver- 
tising, sales. Can address groups, conduct 
sales meetings, contests and campaigns. 


Knows how 


to merchandise. 


Now em- 


ployed. Qualified to meet all classes. Hs 
past experience and results will prove that 
he can do a real sales executive job. 


RA-640, Electrical Merchandising 


520 N. Michigan Ave., 


Chicago 11, Il! 











ARE YOU INTERESTED 
IN THE WESTERN MARKET? 


The most economical method for the 
manufacturer to develop this market is 
through a reliable and aggressive repre- 
sentative. Plan now for intensive post-war 
sales promotion in the western states. 
Write today for further information. 


RUSSELL & COMPANY 


MANUFACTURERS REPRESENTATIVES 





OFFICE AND SHOWROOMS 
WESTERN MERCHANDISE MART 
1355 Market St- San Francisco 3, Calif. 





Aggressive Sales Organization 


for Post-War business. Wanted: approved 


lines, 


all kinds electrical merchandise. 


Texas or S.E. Texas territory. 
Write: Apt. 4, 4108 Duval St. 
Houston 12, Texas 








Arthur Swanson and Associates 


INDUSTRIAL DESIGN 


EXECUTING PRODUCT DESIGNS 
FOR POST WAR MANUFACTURING 


540 N. Michigan Ave. 


Chicago 11, lil. 


—— 





— 
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WILL PAY CASH 
for Fractional H-P Motors—any Quantity! 


FRACTIONAL H-P MOTORS 
stock—Send for List !! 


H. U. MANN 


540 Loke Shore Drive 


always in 


CHICAGO 





— 
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- « « FOR BETTER 
WORKING CONDITIONS 


» « » TO IMPROVE 
PLANT EFFICIENCY— 





FURNISHED IN 5 DIAMETERS 



































Fan Size | _C.F.M. H.P. 
22” 3800 | \% 
30” | 7,100 | Ya 
36” | 9,000 V4 
me . 10,150 | A | 
ma 11,300 V4 
42” 12,600 Yq 
48” | 15,050 VY, 
48” | 18000 | ¥ 
















Lav propeller type 
air circulating fans have many ap- 
plications for maintaining constant 
temperatures—providing fresh air 
in confined enclosures—removing 
stale, excessively hot, or dust-laden 
air; fumes; smoke; etc. Available 
on priority ratings for reasonably 
prompt delivery. Plan your require- 
ments ahead. Now is the time to 
schedule summer installations, 


Write us direct or contact your nearest jobber. 


DAYTON 7, OHIO 


= LAU BLOWER COMPANY 











WORLD'S LARGEST MANUFACTURERS OF FURNACE BLOWERS ! 


Engineers and fabricators of general Air Handling Equipment 


Single Inlet and Double Inlet Blowers © Propeller Fans ® Accessories 






















Generous PROFITS 


AT YOUR JOBBERS—NOW! 


HILL-SHAW CO., CHICAGO, ILL. 





Recognized QUALITY 
National ADVERTISING 
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LETTERS 





Electricity vs. Gas 
To the Editor 

Che chairman of the American Gas 
Associati nmittee on critical 
materials for war housing in his letter 
published in the September issue of 
ELECTRICAL MERCHANDISING has based 
his comments on a study of a high 
pressure gas system compared with a 
plush-lined, peacetime electric system. 

The paragraph which he challenges 
is not in error. It is soundly backed 
up by a study which compared a war- 
time electric system with a wartime 
gas-electric system. We were privileged 
to present the facts in it to interested 
government agencies about eighteen 
months ago. This study proved helpful 
in the subsequent establishment of 
W.P.B.’s War Housing Construction 
Standards and their Housing Utility 
Allowances. Government agencies re- 
viewed our findings before establishing 
definite allowances for critical materi- 
als in construction of new dwellings 
utilizing electricity for cooking and for 
water The allowances for 
electricity are not plush-lined. They 
are wartime standards. They take ad- 
vantage of: 

(1) The proved high diversity exist- 
ing between the electric cooking 
load and the other electric loads 
in war workers’ homes. 

The proved material improve- 
ment in load factor gained by em- 
ploying electric water heating 
along with electric cooking either 
controlled during cooking or not. 
The fact that the spread in lamp 
socket voltages are satisfactory 
for war housing between limits 
as great as 125 volts to 105 volts. 

The first two advantages simply 
mean that a majority of the critical 
materials used to supply electricity for 
essential lighting can be more fully 
used when they also supply electricity 
for cooking and water heating. The 
heaviest these electric 
heating loads do not coincide with the 
evening peak demands of the lighting 
and small appliance load. Separate en- 
ergy supply systems, i. e. one for cook- 
ing by gas the electric 
lights and appliances requires construc- 
tion of two systems, each built to carry 
its own peak load, without benefit of 
diversity between the two. Duplication 
is wasteful. 

The third advantage simply means 
that voltage can rise and fall within 
wide limits under changing demands 
for power with no justifiable wartime 
reason for consumer dissatisfaction, 
whereas failure to maintain gas pres- 
sure within close limits is a serious 
hazard to life. 

Those who review the comparison 
made by A.G.A.’s Committee would 
do well to recognize the fact that only 
some of the nation’s city gas systems 
are high pressure gas systems which 
employ the small pipe sizes used in 
their study. They will also wish to 
note the generous transformer and con- 
ductor sizes which the committee has 
assigned to the distribution of elec- 
tricity. They will then compare them 


yn’s Cor 


heating. 


(2) 


(3) 


demands by 


and one for 
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with their wartime experiences and 
their post-war plans for better service 
at lower cost. 

Your readers will no doubt take 
pleasure in knowing that for the pur- 
pose of conserving labor, materials, 
equipment, transportation and flame 
fuels (critically short now in many 
areas), government agencies want elec- 
tricity for cooking and water heating 
considered along with the non-electric 
methods which are feasible. 

Back in the spring of 1942 when 
nickel and chromium were so very crit- 
ical and when the fear of a “power 
shortage” was a national topic, the 
consideration of electricity for cooking, 
regardless of location, was generally 
discouraged. The manufacturers con- 
verted 100% to production of muni- 
tions and ordnance. Now the puzzle to 
be solved is how to resume manufac- 
ture of electric cook stoves and water 
heaters so gravely needed at so many 
places where maximum conservation 
and user satisfaction can be gained by 
their use. 

W. F. Ocpen 
Commercial Engineer 
Edison General Electric 
Appliance Co., Chicago 


Refrigerator Guarantees 


To the Editor: 
We have a suggestion to make to all 


manufacturers of household electric 
refrigerators. 
When electric refrigerators were 


first sold they had a one year guaran- 
tee on them and then a few years later 
they increased this guarantee to three 
years on the unit and they maintained 
the one year guarantee on the cabinet 
and then a few years later they in- 
creased the guarantee on the unit again 
to five years and this is being main- 
tained at this time. 

It will soon be two vears since any 
new refrigerators have been made and 
we think that this would be the oppor- 
tune time for all manufacturers to get 
together and establish a uniform 
guarantee of one year on all household 
refrigerator cabinets and units alike. 

Just stop and look at the automobile 
manufacturers and dealers who sell 
units from $800 to $2000 and the cus- 
tomers only get a 90 day guarantee on 
a $2000 automobile, and why should 
we have to sell an electric refrigerator 
for $125 up to $250 and be compelled 
to service it for 5 years? 

This service costs the manufacturer, 
the distributor and the dealer a lot of 
money each year and we do not see 
why all the refrigerator manufacturers 
could not get together and establish a 
one year guarantee on all makes before 
they start manufacturing refrigerators 
again in the not too distant future. 

We would like to have dealers and 
distributors suggestions on this matter 
before it is too late, as we feel that 
there is no better time to correct this 
matter than right now. 

H. W. Giurr 
Marietta Radio Supply Co. 
Marietta, Ohio 
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NEW WASHERS 
JUST AROUND THE CORNER? 


How Laura Lovell keeps the public informed 
about new washers and makes future sales for you! 


HE Lovell ads that appear regularly in the Saturday Evening Post, 

Good Housekeeping, True Story, and Parents’ are doing this for 
you. They are keeping American women sold on the idea of doing their 
washing at home. And they keep them sold on washers equipped with 
Lovell Pressure Cleansing Wringers that help get clothes really clean. 
When washers are again on sale it will be those equipped with 
Lovell that they’ll ask for. 





It has been this sort of advertising over the years that has made 
Lovell known throughout the business as the “wringer that helps sell 
the washer.” 


NINE REASONS WOMEN WANT LOVELL 


. Modern design. 5. Quick, positive pressure release; 
. Hand-made rolls. 6. Instant reset lever. 
. Rustproof steel frames. 7. Automatic drain flumes. 


. Balanced adjustable pressure. 8. Oilless, soilless bearings. 
vodka! Who eve 


joing ths 9. Automatic safety clutch on DeLuxe Models. 
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“DOUBLE Trouble’ for the Axis 


Here are the U.S. Navy’s Vought Corsair 
and Grumman Hellcat... two of the fast- 
est, finest, toughest carrier-based fighter 
planes in the air today! 

Detailed performance and design fea- 
tures of the Corsair and the Hellcat are 
Navy secrets, but . . . both planes have 
speeds in excess of 400 m.p.h. ... both can 
fight at altitudes more than 7 miles above 
sea level... 


ind both are powered by 2.000 h.p. 


Look Anes nirn ® 


supercharged 18-cylinder Pratt & Whitney 
engines built in our plants! 

It is no accident that these sleek bullets 

breaking the back of Japanese air power 
in the Pacific with combat scores of 6-to-1, 
8-to-1, 30-to-O—are powered by engines 
built in Nash-Kelvinator factories. 

For the men and women of Nash-Kel- 
vinator have long been proud of their 
craftsmanship and their ability to build 
products of high precision in quantity. 
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It is this precision craftsmanship . . . 
this ability to build the finest in quantity— 
whether it be famous Kelvinator refrig- 
erators and electric ranges in peacetime or 
great aircraft engines in wartime—that 
makes certain, when peace comes, there 
will be a great new line of Kelvinator 
Refrigerators and Electric Ranges! ; 


* 
The men and women of the Propeller Division of 
¢ > Nosh-Kelvinator Corporation have been awarded, ond 
= proudly fly and wear, the famous Army-Novy “E™ for 
‘ High Achievement in War Production. 
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